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Rough Proofs 


Maybe all Orson Welles, the boy 
wonder of radio, was trying to 
prove was that not everybody lis- 
tens exclusively to Charlie Mc- 
Carthy on Sunday evening. 

v 


v v 


H. G. Wells objected to the way 
his novel was handled in the radio 
script, but he should have been de- 
lighted that so many new customers 
found out that he once wrote a book 
called “War of the Worlds.” 

- 
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National Health Foods is promot- 
ing the idea of eating for health, 
and some day an advertiser is go- 
ing te surprise everybody by saying 
that his food product tastes good. 

v 


. ww 


Even though you are supposed to 
smoke to improve your nerves and 
eat to increase your store of vita- 
mins, a lot of ordinary folks still 
have the quaint idea that wielding 
a knife and fork is fun. 

vvry 

In going after the football head- 
ache market, Bromo-Seltzer un- 
doubtedly has in mind the growing 
ranks of the Monday morning quar- 
terbacks. 

’ 


The New Republic is annoyed be- 
cause Bruce Barton is getting a bet- 
ter press than his Democratic rival 
for a seat in Congress. Well, after 
all, the boy is supposed to know 
something about advertising, isn’t 
he? 
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7, FF 
Helen Woodward says the poor 
cigarette copywriters have millions 
to spend and nothing to say. But, 
Helen, think how beautifully they 
say it. 
v 


a 


Now that Sapolio has decided to 
do as your dentist does, use pow- 
der, you shouldn’t be surprised any 
day now to see your old friend 
Sunny Jim coming into view with 
a lot of new ideas about Force. 

, + © 


Gene Tunney seems to have de- 
veloped just the right variation on 
the customary transition of a heavy- 
weight prizefighter into a first-class 
bartender. 

vvy 

teader’s Digest is trying very 
hard to change the slogan of its 
current noble crusade from “Bill- 
cae Must Go” to “—and Sudden 

eath.” 


- wT + 

Piano manufacturers, reports Ap- 
VERTISING AGE, seek leveling of 
Sales curve. But in this case “lev- 
sling’? H 
cling must not in any way be con- 
‘used with “flattening.” 

v 


ae 


Piano buyers may soon be in the 
‘ame boat with the little girl who 
was offered broccoli, and insist on 


“ying, “I say it’s spinet and I say 
) hell with it.” 


v wv F 

; Did you notice how all of the old- 
“mers perked up when good old 
Se iscuit put that young upstart 
"ar Admiral in his place? 


Copy Cus. 


Cold Cereal Makers 
Aim at Hot Dish 
Winter Market 


Kellogg Company and 
General Mills Start New 
Copy Themes 


(Picture on Page 8) 


Chicago, Nov. 3.—Faced with the 
increased competition brought on by 
the advent of winter months, cold 
cereal makers will adopt a variety 
of techniques in attempts to hold 
present customers and stem the 
usual seasonal decline in sales, an 
analysis of copy revealed today. 

Both Kellogg Company and Gen- 
eral Mills have decided to empha- 
size the cold weather appeal of their 
products as a major campaign theme 
for the months ahead. Promise of 
substantial promotion on the part of 
both advertisers indicates an inter- 
esting season. 

Kellogg inaugurated its drive with 
a color page in The American 
Weekly, marking the debut of the 
new tack in cold cereal advertising. 
This is the appeal made to users of 
the product to enhance its flavor by 
heating before serving. It is ad- 
mittedly the company’s intention to 
overcome cold weather antipathy 
toward cold cereals through empha- 
sis on this appeal. 

Copy reminded readers of the 
taste appeal Kellogg’s corn flakes 
possessed when served in the usual 
way, then suggested that the user 
“see how hot milk or cream brings 
out the rich, malty goodness,” after 
the corn flakes have first been 
heated in the oven. 

Emphasis in copy upon the flavor 
appeal recalls a campaign used by 
Kellogg during the past winter 
which in brief held that hot cereals 
were no longer essential in this 
modern day and age, and that the 

(Continued on Page 8) 


Kudner Must Fight 
‘Good Measure’ 


Claim in Court 


New York, Nov. 2.—The appellate 
division of the state supreme court 
today unanimously affirmed a lower 
court decision denying the appli- 
cation of Arthur Kudner, Inc., for 
the dismissal of a $250,000 damage 
suit brought last February by Ne- 
ville O’Neill, copywriter. The case 
was ordered to proceed to trial. 

The plaintiff alleges that he con- 
ceived the “Good Measure” slogan 
used extensively in institutional 
advertising by General Motors Cor- 
poration, and that he was promised 
a one-third commission which was 
never paid. The Kudner answer 
declares that O’Neill was employed 
by This Week, and that the idea 
was passed along gratuitously. 
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FAA LEADERS AT FORT WORTH 


George O. Everett (left), new president 
of the First Citizens Bank & Trust Company, Utica, N. Y., discusses the program 
with William H. Neal, retiring FAA president, and vice-president of the Wachovia 


Bank & Trust Company, Winston-Salem, 


president of the Barnett National Bank, Jacksonville, Fla. 


of the FAA, and assistant vice-president 


and Stephen H. Fifield, assistant vice- 


Credulous Few Caused 


Panic 


After ‘War Broadcast 


New York, Nov. 3.—Several mor- 
als may be. garnered from the 
“Mereury Theater’. program of Co- 
lumbia Broadcasting System last 
Sunday night, reported in some 
quarters to have thrown a large 
part of the population into a dither. 

The incident proves, according to 
C. E. Hooper, Inc., New York re- 
search organization which was mak- 
ing a coincidental telephone check 
during the program, that the mis- 
understanding was caused by a 
small number of listeners possess- 
ing intelligence in inverse ratio to 
their loquacity. 

The Hooper organization made 
5,000 telephone calls during the 
hour the Mercury Theater program 
was on the air in competition with 
a ventriloquist, and found that a 
majority of the audience had its 
receivers tuned to the Chase & San- 
born broadcast. 

Scrutiny of the written reports 
of Hooper investigators reveals not 


a single reference to “news broad- 


cast,” or “war news,” the typical 
response being “a play,” “a war 
play,” “Mercury Theater,” or “Or- 
son Welles’ program.” 

Hooper deduces, therefore, that 
the alleged hysteria was spread “by 
word of mouth on the part of a 
relative few who tuned in to a 
fragment of the program, failed to 
listen for further developments and 
neglected to check their impressions 
against broadcasts from other sta- 
tions which, in case of a national 
emergency, would manifestly have 
been broadcasting similar news.” 


Draws Sponsors’ Bid 


CBS is reported to have received 
several bids from sponsors whose 
attention has been focused on the 
‘Welles program by the vast amount 
of gratuitous advertising accorded 
it. The network has banned the 
technique of simulated news broad- 
casts within a dramatization when 
the circumstances might cause im- 

(Continued on Page 28) 


Last Minute News Flashes 


Manufacturers Fight Chain 


Taxes 


New York, Nov. 4.—The League of Fair Trade, Inc., has been or- 
ganized by 100 manufacturers selling chain stores and independents, to 


wage an educational 


campaign against 


anti-chain legislation. First 


advertising appeared yesterday in Connecticut newspapers as a test in 


preparation for a national drive. 


Jantzen Picks Theme; Starts ‘39 Drive 


Portland, Ore., Nov. 4.—Jantzen Knitting Mills today released its 
first dealer copy preparatory to launching its 1939 campaign, details of 
which will be ready Nov. 15. More than 9,600 dealers were sent a direct 
mail piece announcing the new “Glamour Fabrics” which will feature the 


1939 swim suit lines. 


Hurst, Northrup Retire from 


Botsford, Constantine & Gardner is the agency. 


Frey Agency 


Chicago, Nov. 4.—R. L. Hurst, executive vice-president, and Lorry 
R. Northrup, vice-president and secretary of the Charles Daniel Frey 
Company, today announced their retirement from the agency. No future 


plans were revealed. 


Mr. Hurst served as Western manager for Batten, 


Barton, Durstine & Osborn, and with Lord & Thomas, before joining 


Frey in December, 
Wasey and BBDO. 


Ducky Drive for New Drink 


1937. 


Mr. Northrup was formerly with Erwin, 


New York, Nov. 4.—Martin Fox Advertising Corporation has been 
appointed agency for a new soft drink, Dubl Duck, introduced this week 
at the convention of the American Bottlers of Carbonated Beverages, by 


H. Kohnstamm & Co., New York. 


Initial promotion will be built around 
a new, specially written swing song, 


“Doin’ the Dubl Duck.” 


Avoid Superficial 
Public Relations, 
Bankers Warned 


Long Range Viewpoint 
Stressed at Financial 
Ad Convention 


(Pictures on Pages 29 and 31) 

Fort Worth, Nov. 3.—Focusing its 
attention once again on the public 
relations problems currently facing 
business, the Financial Advertisers 
Association today brought to a 
close its 23rd annual convertion, 
affirming that superficiality must 
be abandoned in favor of a sincere, 
constructive approach to the task. 

This keynote was emphasized in 
an address by William H. Neal, 
Wachovia Bank & Trust Company, 
Winston-Salem, N. C., retiring 
president of the association, and 
was further explored in an analysis 
of banking research by Elmo Roper 
of New York. 

At the annual business meeting 
George O. Everett, First Citizens 
Bank & Trust Company, Utica, 
N. Y., was elected FAA president. 
Stephen H. Fifield, Barnett National 
Bank, Jacksonville, Florida, was 
named first vice-president; Robert 
J. Izent, Central National Bank, 
Cleveland, second vice-president; 
and Victor Cullin, Mississippi Val- 
ley Trust Company, St. Louis, third 
vice-president. Fred W. Mathison, 
National Security Bank, Chicago, 
was re-elected treasurer. 


Directors Elected 


The following were chosen direc- 
tors of the association: Roy H. 
Booth, Jr., National Shawmut Bank, 
Boston; Granville Bourne, Nash- 
ville Trust Company, Nashville; 
Miss Dorcas Campbell, East River 
Savings Bank, New York; Merrill 
J. Campbell, Marine Trust Com- 
pany, Buffalo; J. F. Cornelius, First 
National Bank, Spokane; John J. 
Harris, Fenner and Beane, New 
York; Clifford DePuy, Northwest- 
ern Banker, Des Moines; Clyde O. 
Draughon, Merchants National 
Bank, Mobile; Lewis F. Gordon, 
Citizens & Southern National Bank, 
Atlanta; J. Lewell Lafferty, Fort 
Worth National Bank, Fort Worth; 
John J. McCann, Jr., National Sav- 
ings Bank, Albany; William H. 
Neal, Wachovia Bank & Trust Com- 

(Continued on Page 29) 


Two New Electric 
Razors Get First 
National Copy | 


New York, Nov. 3.—First national 
advertising for two new electric 
shavers, the Colonel and the Inger- 
soll, has been scheduled for the 
pre-Christmas period. The Colonel 
is being marketed by Schick Dry 
Shaver, Inc., and will sell for $15. 
The Ingersoll is a product of Inger- 
soll-Waterbury Company, and will 
retail at $7.50. 

The Colonel has the same cut- 
ting head as the Schick Dry Shaver, 
but features a new motor. It will 
be advertised in 15 national maga- 
zines, and in newspapers in 95 cit- 
ies. Briggs & Varley has the ac- 
count. 

The Ingersoll will be advertised 
along with the company’s watches 
and clocks in The American Week- 
ly, Esquire, Farm Journal, Life, 
Look, Pacific Rural Press, Southern 
Agriculturist, Successful Farmer, 
and 38 college magazines. Badger 


& Browning & Hersey is the agency. 
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RCA Plan to Offer 
Television Sets 
Draws Criticism 


Premature and Unfair," 
Zenith President Tells 
Stockholders 


Chicago, Nov. 1.—Asserting that 
the announced plan of Radio Corpo- 
ration of America to market televi- 
sion receivers in the near future is 
premature and unfair to the public, 
Commander Eugene F. McDonald, 
Jr., president, Zenith Radio Corpo- 
ration, today discussed the situation 
at length in a letter to stockholders. 
Zenith will not lag behind in televi- 
sion experiments, he said, but will 
keep them on a test basis until the 
infant art is more mature. 

Commander McDonald, who said 
his letter to stockholders was in- 
spired by a deluge of inquiries fol- 
lowing announcement of the RCA 
policy, asserted that television is 
just around the corner only for the 
stock salesman. 


“The offering for sale of television 
receivers at this time in view of the 
present state of the art,” said he, “is 
unfair to the public and premature, 
both for economic and _ technical 
reasons. Such premature introduc- 
tion of television commercially will 
result in loading the public with un- 
due experimental replacement cost, 
which in turn will result in retard- 
ing, instead of furthering develop- 
ment, and in unprofitable operations 
for the companies engaging in such 
a program.” 

Explaining that Zenith is the 
holder of the only license issued for 
an experimental television station in 
the Chicago area, Commander Mc- 
Donald said that the company will 
take the air in the near future with 
an experimental high definition type 
of television program. It will, how- 
ever, sell no receivers, but lend a 
number to selected individuals, in- 
cluding some engineers. 

“T do not believe the radio indus- 
try should ask the public to pay for 
its experimentation in television,” 
said the Zenith president, “at least 
without putting the public on notice 
that receivers distributed at this 
time are on an experimental basis 
and may be subject to costly 
changes and replacements.” 

“Television holds fascinating pos- 
sibilities,’ he said, “but I cannot 


agree that television receivers are 
ready for mass production and coun- 
try-wide distribution on any such 
basis as even the first radio broad- 
cast sets. Television is essentially 
different from anything with which 
we have had to deal in the past. 
The television receiving set of one 
year ago is already obsolete and 
cannot be operated with the latest 
transmitter.” 


A Unique Problem 


What the public has not been told, 
he continued, is that television re- 
ceivers must be matched to, syn- 
chronized with and built on the 
same standards as the transmitters. 
Any major change in the transmit- 
ter will necessitate a change in the 
receiver. 

Commander McDonald also re- 
called that television is hardly the 
novelty that some have been led to 
believe. It made its appearance in 
Chicago a decade ago when WCFL 
experimented with it, and has been 
available almost constantly since. 
Many obstacles are still to be over- 
come before television can be placed 
on a commercial basis, one being 
that it is impossible to transmit a 
television program beyond a radius 
of 30 to 50 miles, and even in that 
area reception is spotty. In order to 
provide programs to purchasers of 


71 SPORTS GOODS CAMPAIGNS 
RUN IN POPULAR MECHANICS 
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It's a buy! 


POPULA oe 


In I 906, the manufacturer of an out- 


door sports product began advertising in Popular Mechan- 
ics Magazine. 


In 1938, he is still an advertiser in Popular Mechanics. 
In 1938 he has used over four times the space used in 1906 
and some in color. His product is but one of seventy-one 
advertised in the magazine to men who hunt, fish, golf, play 
tennis or baseball, tour, camp, canoe, hike, ski, shoot—or 
in some other way take their pleasures out-of-doors. 


A reader survey showed that 87% of Popular Mechanics’ 
readers engage in sports. 


The records of advertisers show that readers of Popular 
Mechanics Magazines buy the sports goods advertised in 
its pages. A fishing tackle advertiser gets inquiries for just 
a few cents. A tennis goods advertiser, selling direct, says 
his advertising in Popular Mechanics brings him a return 
of 1000%. An outboard motor manufacturer reported 734 
consumer and 29 dealer inquiries from an advertisement in 
Popular Mechanics. 


If you have a product that appeals to active, sports-loving 
men—display your wares, show their worth in the pages of 
Popular Mechanics. Those pages cost less than a seventh 
of a cent per person. That's more than a sporting chance. 


DETROIT s 


CHANICS 


—— ow 


200 EAST ONTARIO STREET, CHICAGO, 


NEW YORK s COLUMBUS 


ILLINOIS 


WITH WASEY NOW 


Merging his San Francisco advertising 

agency with Erwin, Wasey & Co. of the 

Pacific Coast, Howard E. Williams has 

become a vice-president of the latter 

organization. Mr. Williams has been in 

the advertising and sales field for the 
past 15 years. 


sets in all parts of the country, 
therefore, it would be necessary to 
construct more than 2,000 television 
transmitting stations. 

In England, Commander McDon- 
ald said, between 4,000 and 8,000 
television receivers have been sold 
at prices from $200 to $400. 

“Though the English apparently 
are satisfied with radio programs 
which would be unacceptable to 
Americans, they have _ registered 
disapproval of the type of programs 
presented by the British Broadcast- 
ing Company,” said he. 

“In the opinion of conservative 
producers, the cost of a single pro- 
gram of the type now transmitted 
in England, of one hour’s duration 
for each day from one television 
transmitter, will be one million dol- 
lars a year. 


| but 
I feel that this esti- | services.” 


a 


mated cost is most conservative, as 
I do not believe the American pub. 
lic will be satisfied for any consiq. 
erable period of time with television 
programs that are less entertaining 
than the present-day movies. [py 
other words, the people of our coun. 
try will expect and demand the 
transmission of motion pictures. 

“The motion picture industry ex. 
pends over three hundred million 
dollars per year to produce approx. 
imately 300 feature pictures, each 
of which represents a little more 
than one hour’s entertainment. This 
economic load is paid for through 
the box offices of the moving picture 
houses. No source of revenue has 
yet been provided for the more 
costly television. Certainly, we can- 
not expect the advertisers of Amer- 
ica to pay this bill.” 


TELEVISION WON'T DISPLACE 


RADIO, SAYS RCA HEAD 


New York, Nov. 2.—Television 
will not supplant radio broadcast- 
ing as it is known today, George 
K. Throckmorton, president, RCA 
Manufacturing Company, Camden, 
N. J., told RCA Victor dealers and 
distributors this week. Answering 
questions which have been raised 
regarding the probable effect of the 
recent announcement by Radio 
Corporation of America that it 
would begin regular television 
service next spring, Mr. Throck- 
morton said there is no real reason 
why buying of radio receiving sets 
should be curtailed. 

“Television will not 
sound broadcasting,” said Mr. 
Throckmorton. “Sound broadcast- 
ing, with its highly developed en- 
tertainment and informational serv- 
ices, has established itself firmly in 
our daily lives. It will continue to 
provide those services in a way no 
other medium can supplant. Tele- 
vision, when it becomes available 
on a national basis (and no one can 
predict how many years off this 
may be) will provide another pub- 
lic service which will not conflict, 
rather supplement, existing 


supplant 
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“Hooray, I’ve found out how to disprove that silly theory 
that the lower income groups buy more because there are 


so many of them!”’ 


“How?” 


‘Stop them from being so many!...Divide the population in 


half!.. 


. Don’t allow any more families in the lower income 


groups than in the upper ones!”’ 


“What's the ‘half way’ income?” 


“Er... $1160.” 


“You mean that you'll call the peak-buying $1160 to $2000 fami- 
lies upper income group’ families?” 


“Well, no. We'll have to call them ‘upper half.’ But it sounds 
pretty much the same, anyway!” 


(If you want to retain for yourself the privilege of disproving 
theories, send for the figures in: ‘“‘How to Sift the Wheat from 
the Chaff.” Address True Story Magazine, Chanin Building, 


New York City (Room 1608). 
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= stations have one common purpose — one 


constant thought—and it is this: 


Take good care of your audience and your rev- 


enue will take care of you. 


Advertisers today appreciate the fact that the 
station which best serves the public is the station 


which best serves them. 


Frankly these stations believe that the public 
comes first. And that is one of the many good rea- 
sons why advertisers place these stations first in 


their spot broadcasting plans. 


WSB Atlanta _ NBC 
WAGA| Atlanta NBC 
WFBR Baltimore NBC 
WAAB | Boston MBS 
WNAC| Boston _ NBC 
WICC Bridgeport NBC 
WEBR Buffalo NBC 
WBEN Buffalo NBC 
WGAR| Cleveland CBS 
WFAA | Dallas NBC 
WBAP | Fort Worth NBC 
KVOD Denver NBC 
WIR Detroit ‘ CBS 
KPRC Houston NBC 
WFEBM | Indianapolis CBS 
WDAF} Kansas City NBC 
KARK Little Rock NBC 
KFI Los Angeles NBC 
KECA Los Angeles NBC 
WHAS | Louisville CBS 
WLLH Lowell-Lawrence | MBS 
WTM] Milwaukee NBC 
KSTP | Minneapolis-St.Paul] NBC 
WSM Nashville NBC 
WSMB | New Orleans NBC 
WHN New York NBC 
WTAR | Norfolk NBC 
KGW Portland, Ore. NBC 
KEX Portland, Ore. NBC 
WEAN | Providence ‘ NBC 
WRTD | _ Richmond, Va. NBC 
KSL Salt Lake City CBS 
WOAI San Antonio NBC 
KOMO| Seattle NBC 
KJR Seattle NBC 
KHQ Spokane NBC 
KGA Spokane NBC 
WMAS | Springfield CBS 
KVOO | Tulsa NBC 
KFH Wichita CBS 
Also 
THE YANKEE NETWORK 
THE COLONIAL NETWORK 
TEXAS QUALITY NETWORK 


Represented throughout the United States by 
EDWARD PETRY & CO. 
INCORPORATED 


NEW YORK e CHICAGO e DETROIT 
LOS ANGELES e SAN FRANCISCO 


a ‘gs . 
. 
aed 
y a7 
pire 
Eos 
; * 
=} ns 
AY 
_ SS he 3 ng 
J 3 * ? © <i a ae : ee ee, ES ee oars eee a 
Be I ae tesa Bah ie ERE | pk We eae gat. TT 6 a ee Ae i : Se ig PRs ba Sas, a ee wy 
23 Re eRe ee en = Zz 2 a E ae as - bcs 
% “ ee - j ‘ Pig: 9 hs % pet 
ARO OE ys ee eg” ot . ee * “< 
$ dine i Sar oe <7 hee mS “- 
eee OT Shy Fok yes Ses, ee we 
% Rags gig be i Pi a % re 
a at ae Pens ae « c 
? » Bg Pe EN LO ws = 
3 ide 2 4 te : : RE 3 
Ss ede Pe ge ; 
aa oe a é xf 
ty . : ‘a ; a 
= 
: WEE . 7 
a ‘or Roe xs" 
. 
e _ a3 
é ei : Pt , 7 
- _ lee 
: Be aa 
m6 : : “ees Bec 
Be os . A - 4 oe a 
s $e ie ‘ F , 
2 a ae a i 
” ~ ; v * — 
Bale, a ¥ ‘I ar ? a e 
oP 4g ey A tli car fy a we 
a. . _ oa me sie 
ae a es Poca 
Oy! 7 ti’ * we 
ees ™ 4 as eau 
. ig a - es i 
e:. 3g " < 
a es * ee 
eer: . = ze 
, EL iq 
| sR! ; ; 
; ees = a 
RR, Mi 188 | 5 
pe a Te - .- 
; ee crt . 
a . 29 ‘ 
: ee 
z cs. rs 
{ om %. 4 . 
: ne bs ‘ Hg Pe i cal 
> ae xs r ee. ' P ve a 
. cea of, © ~ ; =. i ; 
a we Pe : a eae 7a Ce os ;. = = = — oh 
z face Ae Se ; : 7 . - 
by fe ee — . k a =a ae 
am a es 3 q ae |” ee oe 
i as i nn ee i atte 
x re —— Say, en eee ee Se i a ny 
hp ih a Te Xe Pine me ‘ ae i Ry as 
oe Es ree \ ood ed ook ie . 6 ny 
big oe oh ae i ta 1 i fl “ek yes . te ce 
eae. * . er cae ie 7 Ses ? . ie . ig le 
e one ’ ee a eee : \ “etal ce - tis e =, 
pi: 4 aoe ee lee ee eee a - a ? as 
R oa . ns ene! KS seit linet 
ay ae ee — ae ~ 3 
S : i ‘is 2 a 2 Se ae a aie de: y 
Bee. Baerist i) (ve "ae ine ‘ me 2 - 
is jae ie Paks ae j ' ae . =< 
, oe cas ol = 3 ; oe 
aa an ee by Sig ¥ g ms 4 x 3 Be ee. Be Pak Bs _* oS ek s * . — 
ae eg EOE gn, ety ER eh. a pes Eo tates a EE Es one We Ko? eee “ie Behr Geof 
. 
; ™ 
' a 
4 Ya 
ca! - 
eee 
foie 
see af 
€ 
: ee 
| ee 
| 
| wy 
Oe 
— ys 
- 
4 ‘ 
. 1 ‘ 
. 
t 
3 
ms 
ee | 
ads 
Ps — 
— 
es 
id 
| ~ 
ni 
° 8 
a af 
i * 
‘e 
¥ 
, 
a | 
= 
« i‘ 
§ » 4 
i ; 
y> ‘ 4 se a 
ae : ” . 
4 “ * . . 4 ad 4 ~ ? * ". ‘2 . z = mn , : td t ; : 3 t 
5 a ee i > E wy. = f a r < S. Fe Ss » ¢.-2F x Q 4. i ae 7 . 3 
A T Ay i ear . * 5 Bale, ge: x a e : Soe 
- ag me ates Ae ME Stik. 0 eae ee , ae , te ~. 
em 2 ¢ a ot Cpe , i > e > f 
$ 4 : : Sy Yr, J 
oe J » - ~ a 
cha * 3 je 


ADVERTISING AGE 


November 7, 193g 


ee, 


one case a six-month audit was 
issued after only five issues had 
been printed and distributed. 
Avery Issues Denial 
Although declining to issue a for- 
mal statement in connection with 
the charges prior to tomorrow’s 
meeting of the board, Frank L. 
Avery, managing director of the 
CCA, emphatically denied that au- 
dit reports were released before all 
issues covered by the report had 
been printed and mailed. In the 
specific case mentioned, he said, the 
audit report had been signed before 
the last issue of the period had 
'been distributed, but the report was 
not printed or issued until the 


tising agencies “to bring pressure 
to bear to clean up this unhealthy 
situation.” The letter, accompanied 
iby 15 photostatic exhibits, was 
signed by S. E. Andresen, vice-pres- 
ident of Iron and Steel Publishing 
Company, Inc., publisher of Metal 


Criticism of CCA 
Procedure to Be 
Weighed by Board 


New York, Nov. 3.—Charges that 
certain auditing methods in use by |Cleaning and Finishing. 
the Controlled Circulation Audit,| The Pittsburgh publisher charged 
Inc., require correction in order to|that circulation of CCA member 
raise the standard of CCA auditing | papers is being audited on the basis 
procedure will be aired at the an-|of post office receipts issued to 
nual meeting of the CCA’s board |printers, rather than to any partic- 
of directors here tomorrow, it was|ular publication; that under this 
learned today. system it is possible for the print- 

Metal Cleaning and Finishing, |\er’s receipt to include other mate- 
Pittsburgh, a CCA member, last/rial than copies of the publication 
week circulated a two-page form |being audited, with the result that 
letter asserting that “under the|more copies may be certified as|printer’s records and the post of- 
present setup the CCA is a racket,” | being put into the mail than is ac- |fice receipts for the final issue of 
and urging advertisers and adver- tually the case; and that in at least the period had been checked. 


Seek Model State 
Food, Drug Act to 
Meet U. S. Standard 


Conference Will Try 
to Avoid 
Ad Provisions 


Washington, D. C., Nov. 3.—The 
drafting of model legislation to 
bring state pure food and drug reg- 
ulations into conformity with the 
federal standards as outlined in the 


DARTMO 
UTH 
HANOVER, yy OLLEGE 


De 
‘Partment oS Political Scleney 


EDUCATORS ARE AGREED 


Look 


IS A GREAT 
NEW EDUCATIONAL FORCE 
IN AMERICA 


In classrooms throughout America teachers 


and students have read LOOK’s picture 
stories on War Propaganda — Fascism — 
Civil Liberties—Hidden Taxes—Employer- 
Employe Relationships — Housing and 
other timely subjects. They are agreed that 
here is a great new educational force, an en- 
tirely different kind of reference for students 
of history, science and social problems. 


LOOK’s picture language simplifies, in- 
terprets and reveals these complex problems 
in picture story form, making clear and vivid 
subjects that are often buried and obscure. 


Students — educators and the entire 
American family find every issue of LOOK 
vitally alive, entertaining and informative. 
Advertisers are finding that the kind of 
cover-to-cover readership LOOK enjoys 
moves merchandise .. . fast! 


Inclusion of 


new Pure Food and Drug law, wij 
be the main item of business op 
the agenda of the Drug Trade Con. 
ference which will meet here 
Nov. 15. 

A committee of the conference 
led by President Carson Frailey, 
also secretary of the American 
Drug Manufacturers Association, 
has been at work on a model jl] 
and will present its findings to the 
meeting for approval. The objec. 
tive is to win approval of the vari. 
ous branches of the conference, 
which includes retailers, wholesa]. 
ers, state boards of pharmacy, 
manufacturers and others in the 
drug trades on a model bill, then 
put state associations at work to 
adapt the model to individual state 
conditions. 

Once agreement is reached, the 


~ | bill will be pressed vigorously in 


the 44 state legislatures scheduled 
to meet after the first of the year, 

The plan has the full approval 
and endorsement of Walter G. 
Campbell, chief of the Food and 
Drug Administration of the De- 
partment of Agriculture. While the 
administration will make no posi- 
tive moves in the direction of draft- 
ing model legislation, the division 
of state cooperation under W. §S. 
Frisbee is expected to assist in 
pushing the general program for 
uniformity next year. 


Omit Ad Rules 


Taking the experience of liquor 
advertisers to heart, the drug con- 
ference will seek to keep all refer- 
ences to the advertising of drugs 
and cosmetics out of the individual 
state bills. The feeling as expressed 
by Dr. F. J. Cullen of the Proprie- 
tary Association, is that the adver- 
tising provisions now written into 
the Wheeler-Lea act and adminis- 
tered by the Federal Trade Com- 
mission and the Federal Pure Food 
and Drug act are sufficient to regu- 
late the industry’s copy. Specific 
state advertising provisions, it is 
felt, would only create a complex 
situation similar to that facing the 
liquor industry. 

While all of the states must 
change or amend their laws to com- 
ply with new federal laws (all 
present state laws are now based 
on the 1906 federal act) it is felt 
that the states may move slowly. 
|The reason for this is the fact that 
the provisions of the new Copeland 
act do not become effective until 
June, 1939, and some state officials 
have already expressed a desire to 
see first how the act works before 
state laws are materially changed. 


New Post for Allen 


George R. Allen has joined Ben- 
ton & Bowles-Chicago, Inc., as art 
director. He formerly held the same 
post with Thompson-Koch Com- 
pany, Cincinnati, and J. Walter 
Thompson Company, Cincinnati. 


Seelig with Ellis 

Leon Seelig, formerly with Potts- 
Turnbull, Kansas City, has joined 
Sherman K. Ellis & Co., Chicago, 
is copywriter. 


EAL 


CONSUMER APP 


| 
| 
| 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
mest direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 
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Ever hear of “chummins*?... 


Late in May, the weakfish come to 
Peconic Bay off Long Island to spawn. And 
for four months fishermen find sport and 
fodder for the frying pan among the weaks. 


The boats come out early in the morn- 
ing, line up side by side. As soon as the 
tide turns, the lines are played out, baited 
with bloodworms. And the boat captain or 
mate goes aft and begins to toss out 
broken pieces of shrimp. That’s ‘“‘chum- 
ming’ —feeding the fish. 


The bits of shrimp float away on the 
tide, sink gradually, and eventually come 
to the notice of the weaks on the bottom. 
Word gets around that somebody is pass- 
ing out free lunch upstairs, and the fish 
start to follow the grubstake trail, snap- 
ping at every morsel on their route. Before 
long, some weakfish has grabbed a hors 
d’oeuvre that has your hook in it. You 
have a fish on your line, and a struggle on 
your hands. 


The first time you see a fisherman 
“chum”’—it looks like a waste of shrimp. 
But “chumming” gets results . .. whether 
you are fishing for fish, for readers, or 


for new markets and new customers. 


This newspaper “chums” too, keeps a 


liberal larder, offers a big bill of fare. 


Whether a woman is interested in feed- 
ing her family or feeding her vanity, in 
saving money or spending money, losing 
weight or holding a husband, dressing 
herself or dressing her house, in world 
affairs or just the affairs of her own small 
world—there are experts, authorities and 
competent specialists to cater to her in- 
terest, and all the other interests of all 
the other women readers. 


Some people want facts, and find them 
in colorful, accurate reporting, in com- 
prehensively gathered and conscientiously 
sifted news. Others, tired of facts, want 
entertainment—and find it in the comics, 
columns and fiction. 


There are four first rank business 
writers on our financial pages; more than 
six big name and big time sports reporters 
on our sports pages; first rank reviewers 
for stage, movies and society; Pulitzer 
prize winners and world famous radio 
commentators on our radio pages; scores 


of news pictures and new pictures in 
every issue, 


And the largest evening circulation in 
America, more than 600,000 copies daily 
and above 1,050,000 on Sunday; and the 
respect and confidence of a readership held 
through two generations—is full justifica- 
tion of this lavish policy and practice. 


When you bait your advertisement and 
toss it in the great tide of Journal-American 
circulation, it is in the path of a million 
pairs of eyes and a million minds, drawn 
from page to page by scores of optical 
lures, varied interests and attractions. And 
with its visibility multiplied in this great 
market place, your advertisement has more 
chance to sell, more opportunity to pay! 


The editorial policy and provisioning of 
this newspaper makes a great medium. Its 
readers make a major market. And the 
recently reduced rates give the Journal- 
American the lowest standard-size milline 
in the New York field . . . give your adver- 
tising dollar new stature and productive- 
ness! Study today’s Journal-American be- 
fore you make up your next New York list! 


: New York JOURNAL-AMERICAN 


: Represented nationally by: HEARST INTERNATIONAL ADVERTISING SERVICE Rodney E. Boone, General Manager 
NEW YORK - CHICAGO - DETROIT . PHILADELPHIA . PITTSBURGH - BOSTON - ROCHESTER - BALTIMORE ATLANTA - SAN FRANCISCO. LOS ANGELES - SEATTLE 
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Business Trend to Continue 
Upward, Experts Agree 


New York, Nov. 3.—That the last 
quarter of 1938 will mark a new 
high point in the current upswing 
of business was indicated this week 
by practically all reliable indices, 
private as well as governmental. 
Advertising linage, although sstill 
below the general level of business, 
also appeared on the verge of a 
sharp pickup with gains anticipated 
by all major media. 

While statistical sources burst out 
with glowing predictions this week, 
it was recalled here that these fig- 
ures merely confirmed the story re- 
corded some time ago by the stock 
market. This much maligned instru- 
ment still appears to be the speed- 
iast as well as the most accurate of 
all business barometers. It was 
abeut 18 months ago the market 
celebrated a gathering of advertis- 
ing men in Chicago by indulging in 
a nose dive, whereupon an econo- 
mist declared that the correlation 
between business and stocks had 
ceased to exist. But business again 
followed the course of the market. 
The latest rise of stocks is too re- 
cent and sensational to require any 


r 


comment beyond the self-evident 
truth that the market again has 
charted unerringly the future course 
of American business, it is argued. 


Steel Production Higher 


October closed with most major 
barometers of business activity at 
or near peaks for the year. Steel 
operations reached the highest rate 
in more than a year, and the trade 
press indicates that future bookings 
are heavy. Freight car loadings dur- 
ing the final week of the month 
are estimated to have risen sharply, 
contrary to the usual seasonal 
trend. 

Automobile production, although 
still well below last year’s level, 
registered a marked gain, and “full 
speed ahead” was the general cry 
throughout the motor industry. All 
business has its eye peeled for the 
public response to 1939 models, to 
be officially unveiled here at the 
show which opens Nov. 11. 

The National City Bank this week 
released its monthly business letter, 
pointing to substantial gains in in- 


SALES POTENTIALS FOR NEXT HALF YEAR 
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BROOKMIRE INCOME MAP 


Graphic Indicator of Nationwide Soles Prospects and Credis Outlook 
SCTOOER TWENTY NINTH, SINETERE HURORED 2m8 THIeTY-clenT 


Where consumer dollars may be located during the months ahead is forecast by the Brookmire organization. 


Comparisons 


are also shown with income for the same period a year ago and average for the past three years. 


dustrial production. The Federal 
Reserve index of industrial output, 
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In their offices: at their desks, management 


executives buy direct or through subordinates: 


MACHINERY 
OFFICE EQUIPMENT 
TRANSPORTATION 
RAW MATERIALS 
BANK SERVICE 
ADVERTISING 
INSURANCE 
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peated or merchandised 


on the two square 


yards of desk top where the executive buys. 


$$$ The one and only national publication 


for management executives that does this 


merchandising job for you is The Wall Street 


Journal. 86 per cent of its subscribers read 


it in their offices at their desks. 


$$$ It gives 


you, per advertising dollar, 


more readers who are active management- 


executives of 


industrial corporations with 


assets of over $1,000,000 than any other 


publication—magazine or newspaper. 


—and many other things 


$$$ Much of the value of your advertising 


$$$ Step up the success of your whole drive 


in executive publications that are read at 


home is lost, unless your message is re- 


to sell management executives by using— 


THE WALL STREET JOURNAL 


which stood at 88 in August and 
reached 90 in September, bids fair 
to climb higher in view of upward 
revisions of factory schedules, ac- 
cording to the bank letter. 

The report singled out steel, auto- 
mobile, and building operations as 
conspicuous examples of improve- 
ment, and mentioned the equipment 
industries and retail trade as re- 
tarding factors. Unseasonably 
warm weather has been a handicap 
to retail trade. 

The bank also pointed out that 
“the rebound in the markets which 
followed the Munich agreement and 
the relief from the strain of the 
European crisis, seems to answer in 
the negative the question whether 
the weakness in September was due 
to domestic causes as well as the 
war danger. The evidence now is 
that the trend here all along has 
been upward.” 


Changes for Better 


The latest Brookmire report in- 
cludes a map which summarizes the 
views of that statistical organiza- 
tion as to the outlook for various 
sections of the country. The figures 
for the third quarter were not flat- 
tering in comparison with the same 
period of 1937, but the future seems 
much brighter than the past, ac- 
cording to Brookmire. 

It gives this regional outlook: 
New England, changes from fair to 
good in most industrial areas; East- 
ern (Delaware, Maryland, New Jer- 
sey, New York, Pennsylvania, and 
West Virginia), changes from poor 
to fair in western areas, and from 


fair to good in industrial regions; 
Central (Illinois, Indiana, Michigan, 
Ohio, Wisconsin), from poor to fair 
throughout most of the area and to 
good in principal industrial cities. 
Factory employment, as reported 


by the U. S. Department of Labor, | 


climbed to 88.9 in September, com- 
paring with a June level of 81.6, 

F. W. Dodge Corporation con- 
struction statistics revealed that to- 


tal residential building contracts | 


awarded during September were 52 
per cent over the same 1937 month. 
The upturn has continued without 
interruption since April, and 
August and September, the last 
months for which complete figures 
are available, the totals hit the 
$100,000,000 mark. 

Bristol-Myers Company startled 
the business world yesterday by an- 
nouncing that its earnings for the 
quarter ended Sept. 30 were larger 
than those for the corresponding 
1937 period, the figures being $828,- 
580 and $658,644. While Chrysler 
Corporation was unable to make 
such a pleasant report, its directors 
demonstrated their faith in the fu- 


ture by declaring a dividend of | 


$1.25, which will bring the total for 
the year to $2. 

Publishers are generally optimis- 
tic over the outlook, with most pre- 
dicting improved business from 
February on. Christmas issues of 
national magazines will carry a fair 
amount of advertising, with the 
real upturn expected to follow 
shortly. 

Crowell Publishing Company ex- 

(Continued on Page 25) 
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| Astonishing findings of the biggest market research job in history (Deparl- 
| ments of Labor and Agriculture Surveys): that the biggest single buying 
group are the 31000—$2000 families. (Call them *‘upper half?’ —which 


| they mostly are—if it makes you feel any better!) True Story, which is 
the only major magazine that can concentrate your advertising i" 
this group, offers further details in: ‘How to Sift the Wheat from 


ing, New York City. 


| the Chaff.’? Address True Story Magazine, Room 1607, Chanin Build- 


ae - >a eo Ey eke et eh = is aS ee en a . pete ery : = * : = . : . aie. 
2F' er * @ ey Nag css oie iach PP Fee aS) nies “5 o ae | gx on 4 4 ger: % z — ” * : z : 3 as F > F ae ‘ ; % ee * 
af ’ 
_— i eC Po 
F. : a 
-s ee nk —a—aeeee SES 
tie 
gf ee? - a 
w7 ” . . ¥ 
y -, a 
ie, YY == ..@flstimated Consumer Income for Next Six Months = 7 
- —— je ——<_i “y 
ae Wis born) Aa man Gy ti; 4 ~ Lt. 
ee Diy Ge = +10% ont faliad We 
ee ee | a PY 4 4 ’ Ct, ad ie 0% ‘3 $2 4 4; “ Th, 
i Pee ok, | Vig “gh 9 te Zi, S80 ae et “i © A % & 
. reas spe ‘ 3 Canc gi trated = LAA Lane nremon “x ZA oe” as 
, <2 : 1 onan t Pre Llp A ay j 33] ) py Va ane 7 eo, e +3 
= ig ts iy 4% GG mn 1000 , <2 
“s er 4 Ne A = oe — < ts yf a 
ee Vapi» 3G * MO 30 ona +1 is , OG hts P wi - 42 oe | 
es Vi, Lo 5 Dh OM), pg cm WN Ty Pox 
; ey, iy - nn ge Ue Be ON YY LaF /, 4 Yea D : +3 
es ," Cag id é, ha >, as “> 14 ‘ Hy we ms ; Vg 43 2% 
7 f j or as Ya -«é ‘thy — , ‘ NT flies - comm wy 
: | Z iy, ; q Yy ay ; +4 be p = "ee a 22 fy -2 <3 
. ge) N Sen Jee .. \ Oo er a — 
Uh --6 See cy A — MY He +s 
- | || \escgaoe, +10 ‘flyers lpg Pr be "9 hy aes VG see . 
5. “a > MYM lhe fl Db. ‘h 3% WBE, ha. 
at “Bgl re > "lag ~ ny MYBM ip by, “CA “te Vay poe &» es s * H 
rs 2 =? yg y, a (>, Yo Ly, nne ” 7 y V4 ~ °F % oi? AN 
a Vig le BO OE ie 
: ) ae F/ VL WL a » Me ~W, por ee ’ 
i hae bh iy ona 1, acl J Or Be, > ; 
Hitt | = nas — ) 2 p= vat ia mi LEGEND 
pe | wor yl oon bra pe f. - Z 
7 . Vs 9; amome cre @ 7-s -— ty 
. 9 “in ee, a WGP WB Good Prospects 
a 7 sas even oy A “AP Fair Prospects 4 
Re a4 Wy 7, A “16 =. C— Poor Prospects : 
a 7 .. “7 4 ta : 
- 3 , a: — Meee KEY TO FIGURES 
< ‘32 we? GH" yy ti Upper figure: Estimeted 4 
+ ‘ j ; GRR fe wcome next a gute o i) 
G J " cont ; 
- je - 1S a—- ; 
Oe Von /, - 3 
- ee * mg, ~ y : 
Pcie ’ ere tome Ty, 
it wg - Mei Lower figure: Estimeted 
iz a Y om Wa pone | oe 
at ne + 2% tip per cont change from ever 
a , ’ halon 
aie | » 42 J yen. } 
| ee 4 
Be. & | — — NS ————— —<——————————— © 
a | 
Pe : 4 Pe 
a. | 
_—. I 3 
+ 
om 
ji . +e igo : 7 
—e = ae ae ili. ee 
aii oe ae ae 
aT: i - adodetne 9 
ss 3 a 
- ae. a s 
: 2 q ay ‘ 4 te : i 
ah m, . Ag: ey wea eee Ce: =| | 
. ed : wt: 4 é via ft +? ti et . ea sok ae ad a iy c wa ee : : 538 ty 
ee | iss ‘i ies” a. eee ha © bates ehh Pier ys te le : ae ae : 
e 7 Ear. 1 a y é ‘ 5 ’ ees *, at f 5 a f 2 ee “* > “ a at we hes a v¢ a fl ‘oa : ; 
ibis. — ra is eo i: 2 ¥ : #3 - a ta - 
° ie a ae ys : ras eS ar ah saa oe ae P 
ae. a he ss i? Oo ec .: Be ee Ne aT Past ’ 
“a Bi - a Ny y xe an 7 27 D4 i ie Nal 7 - - a ‘ @ 
; ne i AP, ae. #2 ’ ra 
at, il . oe bay WA Giles weit eo a! Oe : as ( 
id oF OE a 4 a | 1 | EX . 
~ ae 8 ian. iin J oo 
ts , > i Tt “8 ii rip: i a eel cons ¥ 4 $ 
6 ro Pf be Sa mh, a a 7 , ate ee _ a A 
¥ iat poe fy =". 2: See , ee: Me |e | 
a ae ;nes N . A | Z 
—s oi : ze, 4 ; , ‘ 7 a , 
bhi ee = enn %, 
em Pe, 1 Pn aah | 
eT, ‘aris & " s.r a ; 
eo es Ss. ane be ; : oy, ; ) 
ae : . 3 ie ee Nas Se Borg maa fe a | 
* & \beam 2 a 
ms Bos" ’ ii. gare : m 
2" ae BAe eee ; a 
, a" " —. or = ‘ ' « eh ae tm 
a i ie a \; , 7 -_ - 
ps ¥ i aa * , on » ae 
es Le us4 » , 35 ee r oe SE - 7 . 
= ieee 7 , atti ‘ _ ug al iad 
— oa er > ae nee a , EEE PEO EEE 
a nye = Fo be ao ae “ a 5 ee eb ae OO  —VOOCoeememeee 
, ae : — *. y ” hes , re a Sal a ime -: 
— F: te E es ie bs “ae : a f .. a sy © 4 ae ‘ . ah . ae J 
_ a Po aa “xo oaks 
> es ale er ef _ er = ‘ \ be be Oy ie A ‘“ 
— ‘ iy so hy ad Shee os F re a : ’ ap se , ree Angas P : a 4 . 
—— ave * “ So te eg owe Ps aug or “J oe Picks og: = rie ‘th te 5 
"a ae : am on oh ait gi i oom "3 2 2 ee ‘ ; 4 : P 
J - oe F > oe sila wisi ae J z 
:, : tei a ea d mse x 
. : ; : Susseees” ‘ 
ao seeeuese 
er. seee ® 
: Seeseaar 
2 Setaae aes ) 
Bauer mae oy . 
Sees sumes 
eC Sar ccmea = 
SSt uawes \ — 
a’ fseaaee i : acy 
we eaeuse r ” * 
1. SERESeee a 
tie Oi eteuseaee : \ (A 
= te BStauseeee 
Ne Stesseeses J i, 
<n e 
= ack BTS 
iy aan 
ld ee 
ye 
| 
Te 
Pong? =r 
‘etadge Re MMM es 
elt eT ’ 
a a, 
a 
+ 
a a a “24 } 7 f ” Le a % x 
; et ‘ - ' : a > og ‘ oN ce . Fast) 


November 7, 1938 ADVERTISING AGE 


[nn 


= , we Pa - - i OF a PT a 3 4 a 4. ? “ied e* . . ef te is EE SHE sa + ae . . 2 2 
E; ¥ eer ee et i o ; ghee oP RMA ea 5 Le So tae 2 RE EBS ey 2% a Be 3 Leake 7S : ‘24 
ty vie am id J . rs - * 
; 


A TOP- FLIGHT CIT 
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Phoenix gains added recognition! The second of aviation’s “big-three”’ trans- 


port lines now operates coast-to-coast passenger, mail and express air service 
out of the Phoenix Sky Harbor on regular daily schedules . . . providing over- 
night contacts to 27 additional major cities throughout the country. Here is a 
new stimulus to Arizona’s growing prominence as the nation’s winter resort 
capital, where during a winter season “sun-country” magic attracts more 
than 850,000 persons who spend $31,500,000 annually. Yes, Phoenix is a 
top-flight city. It provides a three-point landing for those who know that 


if you want to make sales, advertise where sales are being made! 


wo THE GOLD NUGGET OF WESTERN MARKETS 


k REPUBLIC 
‘and GAZETTE 


pos HALL. National. Advertising , beg ; : SS Wr. GAEEET Alscks GUIs. Rains Chee, DEE Detroit, 


se : _ Chicago. Atlanta, Philadelphia, Kansas it 
atives—Williams, Lact Cresmer a New York, Chicago, Detroit, Los Mnodes: $66 5 Feinecee ‘wen BIDDICK CO. Los Angeles. Sen ar ee ie ho 


NN “Serving Arizona With The Best In Radio” 
DICK LEWIS, General Manager 
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Cold Cereal Makers 
Aim at Hot Dish 
Winter Market 


(Centinued from Page 1) 


temperature of a cereal when served 
was not necessarily an indication as 
to its food value. 

A spokesman for the company 
said that heating cold cereals, al- 
though considered a new practice 
here, was quite well known in Eng- 
land and Canada. Through this 
campaign, Kellogg hopes to popu- 
larize it similarly here. 

Kellogg copy, incidentally, was 
confined, at least in this release, 
almost exclusively to the taste ap- 
peal. It did not mention the words 
energy or vitamin, nor did it make 
any reference to hot cereals, other 
than in the suggestion that Kel- 
logg’s be heated. 

In addition to The American 
Weekly, the Kellogg magazine sched- 
ule includes Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
The Saturday Evening Post, This 
Week, True Story and Woman’s 
Home Companion. All copy will be 
in four colors, with each magazine 
getting four insertions. Also on the 
list are the First Three Markets 
Group and the Metropolitan Group. 

Radio advertising will include a 
current juvenile show, “Howie 
Wing,” over the Columbia Broad- 
casting System and a new show to 
begin Jan. 15. The latter will be 
heard over the NBC Red network 
on Sundays from 10 to 11 p. m. 


if it’s ortetk ta you 
WE SOLVE IT! 
Translations and publicity in all Foreign 
Languages. Advertising Stvle. Com- 
position & Make-Up for all Languages. 
and charge regularly ‘“‘A for an Alpha." 


GEORGE STAVROU 
132 Nassau St., New York, N. Y. 
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NEW THEMES KEY COLD CEREAL MAKERS' WINTER COPY 
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Current magazine copy for two leaders 
trates the new campaign themes to be 


J. Walter Thompson is the agency 
in charge, with this being the first 
winter campaign directed by that 
agency for Kellogg. 

General Mills will also pay plenty 
of attention to any possible tendency 
of consumers to pass by cold cereals 
during the winter in advancing 
Wheaties as the “Uncooked ‘Heat- 
Energy’ Breakfast.” 

Current copy asserts that Wheat- 
ies contains the same amount of 
heat-energy units as cooked whole 
wheat, as well as vitamins A, B, C 


THIS SPECIAL COLD-WEATHER 
WAY OF SERVING KELLOGG'S 
CORN FLAKES IS THE BREAKFAST 
TREAT OF THE SEASON! 


| A Remarkable New Idea That Most 
Children Go For Like A Bear For 
Honey, Proardes Ample Heat Energy 
Units to Protect Against Winter's key 
Blasts; and Furnishes Vitamin B to 
Promote Normal Appetite and Growth 


Loepired by “Mo gt eating” Wheattes 
Erewhiant Plakes That Cantaim the 
Seme Armount of tHeat-Energy Ur 
As Cooked Whole ¥ hent 


"Mother: ete chine New | 


‘UNCOOKED HEAT-EVERGY as 


Rey Widely pee for Children in Co a was, “a 


SUT WURSE. | ALwavs 
THOUGHT A COOKED BREAKFAST 
KEPT A CHLD WARMER 

IN WINTER 


' wails TF CHT THE Coorins 
176 THE TOTAL NUMBER OF 
“HEAT ENERGY "ONT 

THAT COUNTS 


Try This“ Heat-Energy” 
‘Winter Breakfast 


Lae ¥ shy 4 j ‘ 
SPONSORED BY Store, Bacon 
Beulah Frence, RN whe “* 
wr of New York Seontl.; avkhoanal 
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ORANGE JUICE 
PLENTY OF WHEATIFS— 
WITH SUGAR es 
AND CREAM O8 MITE 
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in the cold cereal field, Kellogg's corn flakes and General Mills’ Wheaties, illus- 
utilized by these companies in overcoming winter time sales resistance to their 


respective products. 


and G. Frequent mention of “magic 
taste” and “crispy, crunchy, gold- 
brown toasted flakes” indicates that 
the taste appeal will not be over- 
looked. Copy also remarks that 
“everybody knows the cereal that’s 
as enticing and alluring to the child- 
ish fancy as a French confection.” 

One insertion also made a claim 
for the superiority of wheat over 
corn or rice in this comment: “Now 
it (Wheaties) has been demon- 
strated to be a superior source of 
amino compounds necessary to the 


building of muscle tissue compared 
with corn or rice.” 

Copy for Wheaties likewise em- 
phasizes a complete breakfast ap- 
peal, suggesting that the dish of 
Wheaties either be used with or 
follow some kind of fruit. 

Blackett-Sample-Hummert is the 
agency in charge. This is the same 
agency handling the new national 
campaign on General Mills’ Corn 
Kix, another entrant in the cold 
cereal field. This campaign is re- 
ported on page 17. 
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NBC Challenges 
State’s Right to 


Supervise Radio 


New York, Nov. 2.—Challenging 
the right of a state government to 
regulate radio, National Broadcast. 
ing Company has appealed to the 
federal courts to prevent interfer. 
ence with the transfer of its ultra- 
high frequency station, W2XDG, 
from New York to Bound Brook, 
N. J. An order directing the New 
Jersey board of public utility com- 
missioners to show cause why it 
should not be restrained from pro- 
ceeding against NBC is returnable 
this week. Indications are, how- 
ever, that the case will not. come 
to a hearing before December. 

NBC obtained approval of the 
Federal Communications Commis- 
sion for the transfer of the station 
and the construction of a new trans- 
mitter in Bound Brook some time 
ago. Work on the project was un- 
der way when the state of New 
Jersey stepped into the picture. 
The public utilities commission took 
advantage of an old law which gave 
it regulatory power over radio sta- 
tions and directed NBC to. show 
cause why the commission should 
not order the work stopped. NBC 
retaliated by securing a superseding 
order from the federal court. 

In explaining its stand, NBC ex- 
pressed the conviction that “the 
statute of the state of New Jersey 
requiring the operator of a broad- 
casting station, licensed by the FCC, 
to secure a certificate of conveni- 
ence and necessity from the board 
of public utility commissioners, is 
an unconstitutional exercise of reg- 
ulatory power by the state, inas- 
much as the federal government has 
already assumed complete regula- 
tion over broadcasting.” 


Gets United Shirt 


Simons-Michelson Company, De- 
troit, has been appointed advertising 
agency for United Shirt Distributors, 


Detroit, with 37 stores in Michigan. 
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EL dnchunati’s most popular daytime hour show is, of course, 


WKRC ORIGINATED! 


WKRC’s Dawn Patrol is now sponsored by two “blue 
chip” local advertisers: the Cincinnati Chrysler and Ply- 
mouth dealers, and The Rubel Baking Company. Each 
has it for s#x half-hours a week (Monday through Saturday). 


In its second year, the Dawn Patrol continues to make 
radio history in Cincinnati. It has pulled response 
from over 125,000 morning listeners in the past eighteen 
months. When pilot Al Bland threatened to smash a 
worn recording of “Sugar Blues” 15,000 excited listeners 
protested. That’s how important the daily 7:30 to 8:30 


A.M. Dawn Patrol is to the Cincinnati audience. 


Dawn Patrol is another of the many WKRC origina- 


tions that are doing such an outstanding job in Cincinnati. 


WK ERC & commas STATION FOR CINCINNATI 


550 Kilocycles. Owned and operated by COLUMBIA BROADCASTING 
SYSTEM. Represented by RADIO SALES: New York, Chicago, 


Detroit, Milwaukee, Charlotte, N. C., San Francisco, Los Angeles 
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PALM SPRINGS—We 
lots, close-in, to LIQUIDATE FOR CASH 


SECU 


Sas 
NANA? 
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wardrobe? 
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. . Or maybe you'd like to provide a private 
party with a swimming pool? 

Like most things Western, Times Classified Ad- 
vertising has a flavor all its own! To Eastern read- 
ers it’s like a peek behind the scenes, revealing 
glimpses of the Southland that never turn up in the 
travelogues. 

Yet, the most striking fact about Times Classi- 
fied Advertising is not that it’s so different — but 
simply that there’s so much of it! On September 
30, when we added up the figures for the nine 
months of 1938, we found we'd already printed 
over 1,000,000 individual ads — many more than 
any other American newspaper! 

Volume like that doesn’t just happen — as any 
advertising man knows! It comes to the newspaper 
that most thoroughly covers its community — that 
reaches the buyers on both sides of the tracks — that 
cuts its cloth to the pattern of the community — the 
paper that renders service to readers — results to 


advertisers! 


LOS ANGELES TIMES 


REPRESENTED BY WILLIAMS, LAWRENCE, AND CRESMER 
New York Chicago Detroit San Francisco 


a \ . oo 
we ——-- i te 
S ” ~ — 
ses 3D ana es 
on’ Fa. 4 —_——_—— eee 
% “Wk ra 
. sy ge 
; a 2. * Pl ad L Mi 4 +e! + = = 
. w , . e** gue re a ay 
Y ak go%" se. e. —_ %G (+ _e ~ ; +: 
be ; Tay Sek 7% % : 4 
Y 2,20 2 _@ tay SN M 7. 2 as «~ ale 
Po ~ e ¥> oe " Sey. cs, a we? rer 
SM e4 a3 ote aBakcte « ae o* ° 
; Se ®, “4 a $ soe «* ot% Pye 5 
ae yee hid 3 dae rs ' 3 
; ; yxt S >» 6d < eye - we veg aw "fa a V wi pring meters itt 
> Pe - e ae 
Vs @* 4 lw @.*P ae ge “a $ ' Pesca w anh. Hames pale 
——— _ wy ae ” - 2° ee a Z omer Nsagiatee po* 1° 
«6 AR 4 wy 3 se mowce ym . 
a £ ue » a? ‘ 
- “} ™ ae a tes eS, 
pepe t b nge grove _— 
il , 3 og bY an orl : = 
a mt 
ae a i 
4% “ a 
* Pa 
PY in yy 
s e e e = we SS et 7 
P =! & . Mi, * Z : z 
Riva a De i Wy ; — 
we TRE. « i a A 
* bee SWIKTY = e;3 ZA 
S . M . y > : 
e @ BORING BES — ms 5s 8 
e eO SPS Pe Tes a a 
; ; 7 Eg * iNT PR Ren Bere = 
Y ob - at . ws Wu =e 
m _ =e a 
; we => i , ewes oe 
: gavel <0 yeo™: © EA ' > <i ™ Zo a Sint — 
@ x qot 4 A » = ee poems: 
; st ote “ph Bt re | : 
2 * rene 326 ¥ * + . ¥ 
5. | Py . 
Ss 
m : * 
’ $8390.02 Rms. ae 
" = wt cs 
4 : ~ Bie SUNSET: GR-7304- * 
? x ’ 
i 
clear. “cy 
$500 “on : ; 
mone ©" 
: ' m Do ~ dd ‘ 
: ear? : 
" SE ugall.g 7a, Wain 
' PAGO 74 rerounds: 
Hun ING, 53 ~ Holt, : 
nt Gut ’ ' or 
| gndition, “sleeps — 
© 8. Serr GHOO ; 
‘ / eS — err. . = NE 
er my 0 ano 12,006 
: ee meal é.° FI. 00. exce! 
ns / hi 1123 Willis a 
es 795 i roR Zi ie 
- A pa SALE——? ; =. 
: lease. roducing ol 4 
by: cnn oil, Just A cover Font * 
ean Kelly % } 3 incl. crack nes 
_ 1320. ig ae chester ave. 
16 ACRE oranse f ips 
wns. A gi? sf oF es88 Bet oe as 
St. Riverside as periey: Jt. 435 gun Sage 
ae 
oie ee 
=opiGuar i 190 WS" angle: ex enter . 
yautes nw wnere Bot M197: Times: 
99: 8 actes 
=o ACRE qanc® oD piers” ave and 
sjanvee ro 8 Cok Saeioen pose, { 
cnree gests oe beat OO service a 
ove: Hourle gate® 3 "yn 4 
asom sno*s; yore; ei ® wougea © wr _—" 
torn poo}, $i" ‘500: Terms: o ar ° aad on a 
po* 444 qndio: Cal- 4 : 
just Scar Se 4 : _ 
arrived! . . 
monkeys J Marmose ; , 
T . Pan ts. M ws 
Touce™ Pangnal & sen Bee ring-tall a2 -  & 
ville Herons ari Black see Fo red- cs = i 
NGE. 4016 E ¥ rare! weRD red- a A i 
: horence D EXxX- wn a: 
Le : 4 
ata oe, as eS } | 
. ee ' 
andle: eralls: 1118 yancol® Bese - ff . 
MOVIE gctres® q tut costs: aresse™ size \} ty 
16-15: snoe* cnes? oe-400- y 
— 
ast P \ ae 
"Bt7 . 
— Tscpulbpcadeies ZX | 
6 W ‘ 
8th y f 
| (" SS . 
men qeanted with cleat _peskins yoices 4 \ : 
{ot wymedlay LraiDiny, as | ym \. | ; ? 
BADvIO etOUNCE, Ay Mh \v : 
proet® Os now¥ on ait see scnoo} ad’: ne y | | _ 
class 85 RoGONg at e800 w yusnire: 4 = a : 
une \n eMPC 1” M % | ae 
. ¥ “s 
3 7 
— 4 s 
AMMLS Y 
‘a ne nro % 
S a 
ores qree® gov" we* ¥ 
Res 00S gio goit ‘ ' 1 | | 
‘ Pat Reet. ES is cat ’ ' ) 
600° ro ee 
— © ; ~ : va 4 
. el = 3 . 
4 e 
. a ~ od ‘ 
a: 2 


a 3 


2: | * P wie 
10 ADVERTISING AGE November 7, 193 
1 . iis Cates Photo asia all the way back through Fox with Stodel Moss Gets Crackers 
ag b f pl to the h : ; 
Five Point Prog ram oh deena a oe aoe ae J. Leslie Fox, formerly Interna- Faraon Jay Moss, Inc., Los Ap. 


Outlined by FCC 
for Radio Study 


Networks Scheduled to 
Open "Monopoly" In- 
vestigation 


Washington, D. C., Nov. 2.—With 
the adoption of a five-point plan of 
procedure for its radio broadcast- 
ing investigation, scheduled to start 
Nov. 14, the Federal Communica- 
tions Commission this week stood 
ready to ferret out any possible 
taint of “monopoly” in the indus- 
try. Chairman MecNinch, appar- 
ently determined to have the in- 
vestigation in full swing before 
Congress convenes, revealed the 
following program: 

First on the list for hearings will 
be the national networks. These 
will be heard in the order in which 
they commenced network opera- 
tions: NBC, Columbia, Mutual. Wit- 
nesses are to be called on all phases 
of network operations. 

The next group to be heard will 
include all who have filed written 
appearances, other than the broad- 
cast licensees, networks, transcrip- 
tions, and recording companies. 
After them will come the broadcast 
station owners who face _ quiz- 
zing on contracts, agreements, 
arrangements and practices which 
involve the management, control 
or operation of broadcast stations 
by other than the licensees. 


Ownership Status 


The fourth phase of the investi- 
gation will also involve the station 
licensees who this time will be 
questioned and will be required to 
bring evidence regarding the con- 
centration of ownership or control 
of more than one station in the 
same or affiliated interests. They 
will also be asked about their busi- 
ness activities outside of broadcast- 
ing. 

Fifth phase of the hearings will 
bring in transcription and record- 
ing companies among others, who 
will be asked to offer evidence to 
show the relationship between the 
radio industry and companies or 
individuals engaged in the produc- 
tion and distribution of electrical 
transcriptions and recordings for 
broadcast purposes. The quality of 
such recordings, both from the 
technical and program standpoints, 
will also be studied. 


Busbey Appoinied 

Business and Professional Survey, 
Columbus, O., has appointed Ralph 
C. Busbey Advertising Agency, Ak- 
ron, O., as advertising and mer- 
chandising counsel for its survey 
system and service, consisting of a 
coding and marking device to iden- 
tify questionnaires. 


Weaver Promoted 


L. A. Weaver, Jr., formerly in 
the production department of J. M. 
Mathes, New York, has been ap- 
pointed assistant to Wilfred S. 
King, director of the motion picture 
advertising Gepartment. 


New “La Presse” Size 


La Presse, Montreal, has changed 
the page size of its colorotogravure 
magazine to 1,000 agate lines, 200 
lines deep by five columns wide. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re 
tailers who sell seed and other h rticultural 
and agricultural items to 41,000,000 farmer 
and Ssuburbanite « stomers 

We will gladly give 
field as it applies t 


analysis of this 
your bu#ness 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Ill. 


you an 


Technique to Mark 
Dole Campaign 


(Picture on Page 31) 


New York, Nov. 2.—Development 
of a new technique in color photog- 
raphy, involving combination prints 
from pictures made by several proc- 
esses, was described here today by 
Grancel Fitz upon his return from 
Hawaii, where he made a number 
of advertising illustrations for the 
Hawaiian Pineapple Company. 


Depth of Focus 


The pictures called for a tremend- 
ous depth of focus, he said, ranging 
from very close-up objects in the 


mally the small aperture required to 
carry the depth of focus would ne- 
cessitate extremely long exposures 
|in any color process, but this was 
|not possible because exposures up 
to one-two-hundredth of a second 
were necessary to stop some of the 
action exhibited in various parts of 
the composition. 


Combined Procedures 


To meet these requirements Mr. 
Fitz combined the different proced- 
ures into a single finished illustra- 
tion. The first of the color photo- 
graphs will be reproduced in a Dole 

ineapple advertisement in January 
issues of national magazines. N. W. 
Ayer & Son is the agency. 


tional Radio Sales manager on the 
Pacific Coast, has been appointed 
vice-president in charge of sales of 
Stodel Advertising Company, Los 
Angeles. 


Agency Changes Name 

With the election of W. S. Swan- 
son as vice-president and member 
of the board of W. L. Post Adver- 
tising, Inc., New York, the agency 
has changed its name to Post & 
Swanson. 


Miss Crans Resigns 

Miss Vera Crans will resign Jan. 
1 as assistant advertising mana- 
ger of Julius Kayser & Co., New 
York. 


geles, has been appointed to Cirect 
the account of California Cracker 
Company. Newspapers and out. 
door advertising will be used jy 
Southern California. 


Horton Joins Agency 

A. Harris Horton has resigned as 
president of Barclay Imports, Ltd, 
New York, to join Hirshon-Garfie ld. 
Inc., New York, as account execy. 
tive. 


Croot Gets Beer, Ale 


Rubsam & Horrmann Brewing 
Company, Staten Island, has ap- 
pointed Samuel C. Croot Company, 
Inc., New York, to direct advertis. 
ing for R & H beer and ale. 


™ of ihe 219 » eas Scans: a the Audit Bureau of Circulation, only 

_ $ix magazines reported average newsstand sales of over one million — 
_ copies in their statements for the first six months of 1938. Of these, 
_ McCall's is the only representative in the women’s service-magazine field. 


_ McCall’s newsstand gain in the first six months of 1938 over the last 
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Pepsodent’s Annual 
One-Cent Sale 
Called Sell-Out 


Chicago, Nov. 1——The Pepsodent 
Company is still reaping the reward 
of originality in connection with its 
third annual one-cent sale, which 
closed last night, J. Baxter Gardner, 
advertising manager, said today. 
While the Rexall Company con- 
ceived the idea of one-cent sales, 
Pepsodent was the first to apply it 
to a nationally advertised brand, 
Mr. Gardner said. 

“he first Pepsodent one-cent sale 
was held in January, 1936, the tech- 
nique being about the same then as 


now. Pepsodent Antiseptic was the 


featured product, one bottle being 
sold at the regular price and the 
second for one cent in addition. The 
current deal, in which two bottles 
were sold for 51 cents, was charac- 
terized as a “sell-out” by Mr. Gard- 
ner. It was heavily supported by 
newspaper advertising. The deal- 
er’s role in the sale was simplified 
by the use of double cartons. 


Has Cumulative Value 


While Pepsodent has not indicated 
whether or not it plans to continue 
the one-cent sale indefinitely, the 
fact that the plan has been so 
widely adopted points in that direc- 
tion. Furthermore, the idea has a 
cumulative value which the com- 
pany would probably be unwilling 
to sacrifice. 


Savoy to Erwin, Wasey 


The Chicago office of Erwin, 
Wasey & Co., Inc., has been ap- 
pointed advertising counsel for 
Steele-Wedeles, Chicago, packer of 
Savoy brand food products. 


Bradley to o Ayer 


Bradley Knitting Company, Dela- 
van, Wis., has appointed N. W. 
Ayer & Son, Philadelphia, to handle 
the advertising for its complete 
line. Ayer has handled the adver- 
tising for Bradley knitted dresses 
since 1930. 


One for Randall» 


Woodbury & Co., Worcester, Mass., 
has appointed Randall Company, 
Hartford, Conn., to direct a business 
paper campaign for a new method 
of analyzing letterheads. 


O'Brien Resigns 

J. F. O’Brien, manager of the ad- 
vertising, sales promotion and pub- 
licity departments of Westinghouse 
Lamp Division, Westinghouse Elec- 
tric & Mfg. Company, New York, 
and director of the New York 
World’s Fair exhibit for the West- 
inghouse Company, has resigned. 
His future plans have not been 
announced. 


Fenton Named Ad Counsel 


Fleur Fenton, executive vice- 
president of Pettingell & Fenton, 
New York, has been appointed 
sales promotion and advertising 
counsel for Helen Rubinstein Inc., 
New York. Rubinstein advertising 
will continue to be directed by 
Horace Titus, director of advertis- 
ing and sales promotion. 


Arner a Moi 


When a woman steps up to the newsstand and 


answers her own question, 


“Which woman’s 


magazine shall I buy?”’ she answers the ques- 


tion that the thoughtful advertiser is continu- 


ally asking himself. 


For with all five women’s magazines before 


her, she chooses one, and this selection fur- 


nishes the advertiser with the best and most 


accurate measure of the voluntary nature of 


each magazine’s entire circulation and the de- 


gree to which each 1s meeting the needs and de- 


sires of women. McCall Corporation, 230 Park 
Avenue, New York. 


in 
ONE 


MCCALL'S 
MAGAZINE 


Largest Newsstand Sales of 


” ei Sia 


any Women’s Service Magazine 


— 


Pictures Vast 


Foreign Market for 
U. §. Merchandise 


Local Competitors No 
Threat, British Expert 
Tells Ad Men 


New York, Nov. 1.—The poten- 
tialities of foreign markets for 
American merchandise have been 
largely unrealized to date, C. R. C. 
Nixon, vice-president, London As- 
sociation of British Empire News- 
papers Overseas, today told dele- 
gates to the National Foreign Trade 
Convention at an export advertising 
luncheon. 

Admitting that some United States 
exporters have done an excellent 
job in a number of foreign markets, 
the British advertising man declared 
that “no other manufacturing coun- 
try has the same opportunity to sell 
abroad.” 

Mr. Nixon, whose company rep- 
resents more than 1,000 newspapers 
throughout the British Empire, said 
that it is a mistake for American 
exporters to feel that large expendi- 
tures for advertising and sales pro- 
motion are wasted in the long run, 
since domestic imitators spring up 
and threaten to capture the busi- 
ness. Despite such scattered exam- 
ples as the Australian plan to make 
automobiles, he said, American ex- 
porters in most lines have little to 
fear from local imitators. 


Lauds American Advertising 


Mr. Nixon praised highly Ameri- 
can advertising methods, and said 
that English manufacturers are 
quick to seize upon new ideas de- 
veloped by this “go-getter” nation. 
He asserted that American copy- 
writers and artists have no supe- 
riors. Typography in this country 
is the best in the world, he added. 

“Control your own foreign adver- 
tising,” Mr. Nixon urged, “but take 
the advice of people who know the 
foreign markets.” He pointed out 
that most foreign sales agents have 
no knowledge of advertising, and 
that local promotion ought not to 
be left solely to them. 

In the course of a question-and- 
answer forum which followed the 
address, Mr. Nixon declared that he 
could see no prospect of radio ever 
becoming commercially important 
in England. Radio Luxembourg, he 
explained, which broadcasts com- 
mercial programs from the continent 
to the British Isles, features Sunday 
programs to offer British listeners 
a change of diet from the steady 
fare of sermons, but much of the 
effect is lost because every Britisher 
tries to get away from home on the 
Sabbath. 


Bristol Urges Unity 


Lee Bristol, vice-president, Bris- 
tol-Myers Company, the guest of 
honor at the luncheon which was 
held under the auspices of the 
newly formed Export Advertising 
Association, told the members of 
that group that its success depends 
upon making “mutuality of interest 
the keynote.” 

Among the interesting displays 
prepared for the convention by the 
association was a map showing that 
commercial radio is available in 36 
countries. The names of 120 Amer- 
ican companies using radio abroad 
were included. 


“Hello, Miss Black,” (Ruthranff & Ryan, inc.) 
ay MARKET ? 


Yes, there are 680.000 people in 
North Dakota—But .. did 
you know Peorlarea has 605.000 
people? And it can be covered 
by one station—-WMBD Ad. 
vertisers in Peeriares show more 
sales per dollar spent 
the reasons why. Ask 
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Business 


The rising tide of business volume 
in all fields is giving advertisers 
cause for cheer, since it means in- 
creased opportunity for profitable 
use of advertising funds. Practi- 
cally all business commentators and 
economists agree that the improve- 
ment will continue through 1939, 
and marketing executives are laying 
their plans accordingly. 

Increased employment is a nota- 
ble evidence of business gains, as 
more than 400,000 workers were 
added to payrolls in September. 
Building, both residential and non- 
residential, is continuing to show 
big gains, and 1939 looks as if it 
will be a big year in the construc- 
tion industry. General manufactur- 
ing activity is shown by the con- 
tinued rise in the rate of production 
in the steel mills, which have in- 
creased their output over 60 per cent 
in the past six months, now running 
at 54 per cent of capacity. 

The public utilities have agreed 
on a program of expansion which 
will release demand for equipment 
which has been latent for several 
years. The utilities seem to have 
made their peace with the SEC, and 
because of emphasis on defense 
needs will have the full coopera- 
tion of the national government in 
their plans for marked expansion. 
This work will take several years, 


The New Ford Policy 


Readers of newspaper advertising 
are not unaccustomed to large-space 
advertisements of the Ford Motor | 
Company, but they usually 
copy presenting the merits of Ford 
cars and trucks in interesting but 
impersonal style. 


see 


They were con- 
sequently given new cause for at-| 
tention last week when they found 
a full-page newspaper advertise- 
ment dominated by a photograph of | 
Henry and Edsel Ford, and the text | 
a forthright, first-person statement | 
of policy and plans by the heads of 
the greatest individual industry in 
America. 


Henry Ford is a news personality |day that a frank personal statement | review 


who because of his innate modesty 
has never capitalized the general 
public interest in himself as a man 
He has preferred to let his products 
talk in behalf of himself and his 
company. Now he is realizing that 
in these days when the attitude of 


| terests than any other one thing. 


Is Better 


and should make the electric light 
and power field a bright spot in the 
business picture. 

Government spending through 
PWA programs will continue to be 
a factor of importance in increas- 
ing business activity, while larger 
activity in the development of 
the national defense program will 
increase buying for the army and 
navy in practically all fields. 

With conditions almost exactly 
reversed as compared with a year 
ago, when business started a rapid 
decline which lasted until midyear, 
the outlook now is for a strong fin- 
ish for 1938 and substantially in- 
creased production and sales in both 
consumer and durable goods indus- 
tries in 1939. The prospect of gov- 
ernment aid for the railroads will 
create an active demand in this big 
industry, where needed buying has 
been deferred due to financial prob- 
lems of the transportation com- 
panies. 

Advertisers have shown courage 
and enterprise in bucking adverse 
conditions during the early part of 
this year, and now they may be 
counted on to take full advantage 
of the new opportunities which are 
making themselves evident in every 
direction. Those who plan now will 
be best able to reap the rewards 
which enterprise will win in 1939. 


the public toward a company is de- 
termined so much by what they 
think of the men who are directing 
it, he owes it to himself to speak 
directly to the country in his own 
name rather than merely as an im- 
personal corporation. 


Many other companies are going | 
to find it desirable to bring their | 
active heads to the front, letting | 
them talk personally and directly to | 
the public which includes their 
workers, stockholders, customers, | 
prospects and suppliers. Gen. Hugh | 
Johnson, probably the best of the | 
commentators, suggested the other 


by Pierre du Pont would do more 
to build good-will for du Pont in- 
" . . 

The heads of most big American | 
industries are personally unknown 
to the general public. They should 


not remain so. 


| Nashville, Tenn., is taking the ad- 


| onstration, 


| be left “waiting at the church” next 


A COPYWRITER AT HEART 


"Something petite and chic, with just a dash of joie de vivre.” 


—Boot & Shoe Recorder. 


Ad-libbing 


Doom Arrives 


Not having heard the radio ac- 
count of the invasion by the mon- 
sters of Mars, we are unable to de- 
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cide whether those who are indig- 
nant because the broadcast was put 
on, or those who are indignant be- 
cause it has caused a commotion, 
are right. But the incident once 
more calls to mind the fact that 
nothing can be taken for granted, 
and that it is impossible to exercise 
too much care in presenting excit- 
able material to a heterogeneous 
audience. 

Of course, things like this are not 
unknown in printed advertising, an 
excellent example being the page 
from the Illinois State Register, 
Springfield, which is shown here. 
We don’t imagine there was a rush 
for bomb-proof cellars as a result 
of this ad, but we do imagine it 
jolted readers into a little more 
careful reading of a furniture store 
advertisement than might have been 
the case otherwise. 


Postal Selling 


It seems that the postmaster at 


monition of his superiors anent the 
drumming up of additional business 
pretty seriously. Right now he’s 
gunning for some special delivery 
clients among local automobile dis- 
tributors, sending them a= sales- 
letter that’s a honey. Here it is: 
AN AUTOMOBILE MAKES A MAN KING! 
Solomon in all his glory never 
rode in such princely splendor. The 
Queen of Sheba never thrilled to 
the luxury and style of even a used 


Each season, the makers present 
their latest achievements in beauty, | 
style, utility, and thrift. 

They are advertised by radio and | 
press, and, like thoroughbreds at 
the Kentucky Derby, they pass in 
to dazzle and puzzle Mr. 
and Mrs. America as to selection. | 

Each dealer, by display and dem- | 
presents his radiant 
“daughter” to local society. 

Salesmen, smart in the art of | 
salesmanship, many times practic- | 
ally close a deal, only too often to 


|tisement in the local lost and found 


world. 


morning—the fickle “groom” hav- 
ing succumbed between “cup and 
lip” to the wiles and blandishments 
of another beauty. 

The decision was probably made, 
as many family decisions are made, 
at the evening meal, when each 
member of the family discussed his 
or her choice of the new car to be 
purchased. 

No salesman present at the privy 
council of the dining family. 

But you can be there, and here 
is the secret: 

At 5:20 p. m., a troop of special 
delivery messengers leave the post 
office and cover the city before the 
evening meal is over. 

Dinner is in progress, the door 
bell rings, your special delivery 
letter, with its arguments, claims, 
and facts as to your car, is pre- 
sented to the undecided family. 

What effect do you think it will 
have? How many decisions will 
that smart move make in favor of 
your car? 

A smart salesman guards against 
“slips between cup and lip.” 

A customer is certainly worth a 
postage stamp. 

Wm. Gupton, Postmaster. 


Money-Back Circulation 

For the first time in publishing 
history, a magazine is to be sold 
with a money-back guarantee. 
True, a Fawcett publication for 
men, will be the magazine to test 
this unique offer, beginning with 
the December issue which reached 
the newsstands Nov. 1. 

The front cover 
magazine guaranteed, satisfaction 
or your money back.” The pro- 
visions which must be met for a 
reader to regain the 25-cent pur- 
chase price are outlined inside the 
book. Dissatisfied purchasers must 
write a 50-word letter explaining 
how the magazine failed to meet 
expectations. The name of a char- 
acter witness must also be included, 
along with the front cover of the 
magazine. 

The plan is expected to boost 
circulation on this year-old 
monthly of “thrilling” true stories, 
and also give the editorial depart- 
ment a better idea of what read- 
ers want. 


says: “This 


Jottings 

Pity the plight of the poor lady 
who came to New York to see the 
sights, only to lose her handbag in 
a department store. The loss of 
money was bad enough, but... her 
teeth and spectacles were also in the 
bag. Accordingly, a small adver- 


columns said, “I must eat and see; 
please be kind.” We've investigated, 
but can’t tell whether or not the 
ad “pulled” the teeth and spec- 
tacles. .. 

Shell Oil of Canada continues its 


effective campaign built around 
world-wide use of Shell with pro-| 
duction of an attractive and inter-| 
esting booklet illustrating and de-| 
scribing the seven wonders of the} 


| 
' 


it 
ae 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1422. Here’s a New and Profit. 
able Market. 


This brochure, issued by The 
Highway Traveler, quotes a recent 
analysis of the American tourist 
which ranks him as the nation’s 
third largest industry. The brochure 
supplies information on The High. 
way Traveler’s editorial content, 
readership and coverage of the bus 
transportation market. 


No. 1423. Executives of the Wine 
and Liquor Industry “Vote.” 


Mida’s Criterion has issued this 
report on a survey of readership 
among executives of the wine and 
liquor industry, showing percent- 
ages of preference among various 
groups in the industry and reasons 
for their preference. 


No. 1424. Spending 
Every Week. 


This new rate and data book, is- 
sued by the New York Press Asso- 
ciation, covers information on New 
York State’s small town market. It 
tabulates 241 weekly newspapers, 
with rate, circulation and market 
data for each one. 


18 Millions 


No. 1419. How to Sift the Wheat 
from the Chaff. 

The question: Who are the buyers 
of advertised goods today, and what 
media will find them? is the subject 
of this study issued by True Story 
Magazine, and based on the govern- 
ment’s analysis of consumer pur- 
chases. Going further than to bring 
out the fact that the upper income 
group spends twice as much as the 
lower, the brochure states that the 
upper half buys more because the 
lowest income group ($1,160 to 
$2,000) within the upper half buys 
more. Graphs illustrate how mag- 
azines reach these income groups in 
relation to auto purchasers, personal 
care expenditures and food expen- 
ditures. 


No. 1417. Detailed 
Analysis, June, 1938. 


This booklet, issued by MacLean 
Publishing Company, Toronto, gives 
a detailed distribution picture of 
the circulation of Chatelaine and 
Maclean’s Magazine. All cities, 
towns and villages which are listed 
in the plan used by the ABC in 
making its audits are included in 
the statement. 


No. 1399. Route 1 to New Car Sales. 

In this new brochure The Ameri- 
can Home not only drives home the 
fact that the automobile is funda- 
mental to suburban living, but 
offers figures to show that American 
Home families “have what it takes,” 
and are spending money for new 
cars. 


No. 1418. Who Are the Buyers and 
Builders of Homes and What 
Motivates Them. 

The presence of children is the 
chief motive for buying or building 
homes, according to this new study 
issued by The Parents’ Magazine. A 
detailed classification of motives is 
given, as well as some observations 
on Parents’ readers as prospects for 
home building, home equipment and 
home furnishing products. 


Circulation 


No. 1409. Farm Income, 1938. 


Farm prospects are bright i? 
Oklahoma and Texas, according 
this bulletin issued by The Farmer- 
Stockman. In addition to detailed 
information on farm income in thes 
states, the bulletin contains a table 
showing cash farm income by states 
and a map indicating per cent of 
change in cash receipts, over the 
country. 
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OUR COWS GIVE TEA AND COFFEE 


Milk is money to us FARM JOURNAL readers. Money that pays for drip- 
ground -coffee, India tea and all kinds of things we find in the better 
stores. We FARM JOURNAL readers treat our barns as factories, our cows 
as employees because we want cash to spend. Ours is a paved, wired, 
motorized world. We go to town, able and anxious to buy, having 
money to buy with. For FARM JOURNAL’s four-day-writer-to-reader 
service helps us produce money-crops, sell in money-markets, and buy 
money-values for our 1,365,000 families. Yes milk, America’s number 


one money-crop, is cash to spend with you. What have you to sell? 


FARM JOURNAL “**:;;~ 


Delivers 1,365,000 Families Whose Crop is Money 
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Voice of the Advertiser 


Challenges Townsend's 
“Glib” Figures 


To the Editor: As one who for 
many years has advocated a scien- 
tific approach to advertising, the 
writer has been interested in what 
the Townsends are saying. 

However, upon reading in your 
issue of Oct. 24, a report of W. S. 
Townsend’s speech before the News- 
paper Advertising Executives Asso- 
ciation, I question if anyone who 
can so glibly throw around figures 
as he is reported to have done on 
this occasion, can have fathered a 
method of advertising evaluation 
that might in any way be classed 
as scientific. Mr. Towsend appar- 
ently asserted that American manu- 
facturers could realize 15 billion dol- 
lars additional profits in 1939 if they 
would only spend the _ proper 
amount for advertising which would 
be, on his basis, five billion dollars 
additional—not to mention another 
five billion dollars in sales expenses. 

In the boom years the total Amer- 
ican income was not quite 90 billion 
dollars—in the depression this sank 
to about 30 billion. And on the way 
up in 1936 it reached nearly 60 bil- 
lion dollars. This total American 
income represents the result of the 
sale and resale of our advertised and 
unadvertised products and includes 
the income from the heavy indus- 
tries, agricultural, building services, 
transportation, taxes, finance, sports 
and everything, mostly unadver- 
tised, that enters into the life of the 
American people. 

It may be true, as Mr. Townsend 
says, that many advertisers are 
spending less than they should and 
that many unpublicized manufac- 
turers could successfully advertise. 
But after all, the cost of advertising 
merchandise sold through advertis- 
ing and all factors that enter into 
the upkeep, are part of the national 
monetary turnover. 

I believe Mr. Townsend will want 
to modify his figures after some re- 
flection because from whatever 
points one looks at them they fail 
to make sense. Let’s take first the 
five billion dollars more which he 
wants us to spend for advertising. 
This would necessitate an additional 
turnover of 100 billion dollars on 
the usually accepted basis of 5 per 
cent for advertising expenditure. 
Maybe such a feat is possible. How- 
ever, I doubt it. Now take his 15 
billion dollars profits presumably to 
be obtained from the increased turn- 
over. Maybe he has been incor- 
rectly reported or had some other 
designation in mind for this figure. 
Certainly any responsible account- 
ant could have told him that the 
average corporate profit is rarely 
above 2 per cent. Either these 15 
billion dollars are just a wild guess 
or Mr. Townsend expected a sales 
increase up to 750 billion dollars, 
as the result of his advertising ex- 
penditure of five billion dollars. 
Again I doubt whether such a fan- 
tastic result can be obtained even 
with the aid of the best “evaluating” 
system. 

The 
statements of this sort, the irrespon- 
sibility of which must be apparent 
to any business man, are not in the | 


interest of the advertising com- 
munity as I have known it. Such| 
statements from Mr. Townsend, 


even though he says it is not theory 
but can be proven by the budgetary 
set-up in successful manufacturing 


operations, certainly will not add to|ture in the form of a program; how- | 
the wealth of careful statistical re- lever, we have never done so, and | 


search that now 


takes the place of 
the “medicine man” methods that 
we are slowly eliminating from 
modern advertising procedure. 
Perhaps it is fortunate that Mr 
Townsend and his associates are 
only willing to train 100 people a 
year in this marvelous way of eco- 
nomic reasoning plus a method of 
advertising evaluation, which| 
method itself still remains to be 


evaluated 

ARTHUR ROSE 
Arthur Ro 
New York. 


NBERG, 
enberg Company, 


This department is a reader's forum. Letters are welcome. 
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KLARSFELD Will Kill Himself ! 


e you, if necessary—but he hopes 
eary Kiarsfeld’s, the oldest 4. 
city house in Albany, now serves the 
public with two stores — a new one at 
15 Steuben Street, and the old Bore at 67 
Hudson Avenue 
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of 


15 STEUBEN STREET 
67 HUDSON AVENUE 


Business Puller 


To the Editor: I thought you 
might be interested in looking over 
the ad prepared for me by Leighton 
& Nelson, Schenectady agency, for 
local newspaper use. 

While I’m not acquainted with the 
Townsend plan of checking the ef- 
fectiveness of advertising, I do know 
that this one ad pulled more com- 
ment and business than anything 
I’ve ever used before. 

CHARLES KLARSFELD, 
Albany, N. Y. 
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Public Relations 
in Practice 


To the Editor: If our company is 
a criterion, there must be a lot of 
correspondence between manufac- 
turers on the subject of public rela- 
tions. Certain it is that there is a 
growing awareness of the need for 
good public relations, and an ex- 
change of ideas seems to be the first 
step toward improving them 

We are attaching our advertising 
manager's reply to one of these let- 
ters of inquiry. The executive vice- 
president thought it so aptly de- 
scribed our public relations policy 
that he sent one of these copies and 
a memorandum to every official of 
the company. 

Burt POWELL, 
News Editor, Caterpillar Trac- 
tor Company, Peoria, Ill. 


Mr. Carl Barker, 

Manager Public Relations Depart- 
ment, 

Shell Petroleum Corporation, 

Saint Louis, Missouri. 

Dear Mr. Barker: 

Your letter asking that we tell 
you something about our public re- 
lations program makes us feel that 
we are somewhat in the position of 
the centenarian who is asked to ac- 
count for his longevity, or the suc- 
cessful business man who is asked 
to give the secret of his success. 
Usually, as you have no doubt ob- 
served, the interviewed person at- 
tributes to himself some _ virtues 
which had little or nothing to do 
with the result and some which per- 


point I want to make is that | 


haps he does not even possess. 
though, as you have been kind 
enough to say, our company may 
have attracted some attention for | 
|the character of its public relations, 
‘that situation can hardly be said to 
be the result of a public relations 
program. 

I suppose it might be possible 
chart the things we have done and 
are doing of a public relations na- 


|I rather shudder at the 
undertaking the task, 


of its difficulty, but because 


comes from the heart rather than 
|just from the lips. Perhaps you re- 
| call seeing in one of the business 


|magazines some 
|toon showing 


months ago 


saarethes and saying, “ 
one of these public 


Al- | 


to | 


thought of 
not because 
I feel | 
|it would tend to formalize what now 


a Car- 
a corpulent and be- 
‘weled business man calling in his 
John, look up 
relations guys 


dangers in all of the attention that 
has been focused on the subject of 
public relations during the past cou- 
ple of years is that many business 
men are likely to think of it in just 
that ridiculous way, as something 
that can be bought, or something 
that somebody else can do for them, 
instead of something that should be 
a fundamental characteristic of their 
organization. In our own company, 
I like to believe that our entire 
organization is public relations 
minded, and I think that the most 
that can be done by any individual 
who is charged with public relations 
responsibilities in an organization is 
to keep the entire organization pub- 
lic relations conscious. 

Public relations, I believe it is 
generally agreed, are of a three-fold 
nature, concerned with employes, 
customers and the general public, 
or perhaps the latter classification 


classes, namely the community in 
which the business is located and 
the public outside of that com- 
munity. Insofar as employe rela- 
tions are concerned, they are in our 


might be broken down to form two | 


own organization handled by a very 
competent industrial relations de- 
partment in which are concentrated 
such activities as employment bu- 
reau, employe records, insurance, 
hospital, and numerous recreational 
activities. Insofar as relations with 
our customers and prospective cus- 
tomers and the general public are 
concerned, we all try to be con- 
stantly mindful of our opportunities 
through our business correspond- 
ence, through our advertising liter- 
ature, through our advertisements 
and through other contacts of every 
kind of creating a favorable impres- 
sion of our company and our prod- 
ucts, and of constantly strengthen- 
ing that impression. 

In our local community, the same 
thing is true, as a result of which 
I believe our company “is well 
thought of among the people of 
Peoria and surrounding towns. To 
mention specifically some of such 
activities, I might say that our ex- 
ecutives, in addition to activities in 
trade organizations, professional so- 
cieties and fraternal bodies, have re- 
sponded to calls for community 
service, not by seeking such duties, 
but by giving very liberally of their 
own time, and by being encouraged 
by the management to give a rea- 
sonable amount of company time to 
such responsibilities. For example, 
our president is a member of the 


a 
—<<, 


board of trustees of a local college. 
our treasurer is president of the 
school board; our parts manager ang 
one of our accounting department 
executives are members of the 
school board; two of our vice-presj-. 
dents have important executive 
duties in the administration of the 
community fund, and so on. 

Our relations with the local news. 
papers are rather unique. As many 
as seven or eight years ago, our 
president accepted the recommenda. 
tion of adopting an open door for 
the newspaper boys, and of neither 
trying to put anything over with 
them, nor of withholding anything 
from them. The results of the 
adoption of this policy have been 
most gratifying indeed, and though 
there have been at times items in 
the local newspapers not entirely to 
our liking, the total on the other 
side of the ledger shows a very 
handsome profit balance. 

I fear that as an answer to your 
letter what I have said is not very 
satisfying. I feel, however, that to 
get an understanding of what we 
are doing, it would be necessary for 
you not to read anything that we 
might set down on paper, but to 
come and live with us a while. 


G. M. WALKER, 
Advertising Manager, Cater- 
pillar Tractor Company. 


| 
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and find out what it will cost to give 


business 
I think 


oul a soul.” 


perhaps that one 


of the 
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S 1938 draws to a close the harvest season is nearing 

completion and farmers of the South (14 states) are 
finding to their surprise that their receipts for the year 
will add up to approximately two billion dollars. 


As 1939 looms over the horizon farsighted business 
men are quick to see that farmers of the South, with two 
billion dollars in receipts from crops and livestock pro- 
duced with the smallest outlay of cash in several years, 
are in position to buy to meet their usual requirements; 
that they will continue to buy those items regularly needed 
for production purposes; will increase their investment in 
farm machinery, buildings, fencing and small equipment: 
will further build up their individual transportation equip- 
ment (automobiles and trucks); will continue to add to 
the comforts and conveniences enjoyed by their families: 
and, like people anywhere and everywhere, will indulge 
in some of the luxuries of life. 


VEN now aggressive business men, conscious of this 

evergrowing Southern rural market, are laying their 
plans for more extensive advertising campaigns in this 
In increasing numbers they are choosing Pro- 
gressive Farmer, the South’s leading farm-and-home mag: 
For only through Progressive Farmer can they get 
wide coverage at greatest economy, coupled with the strong 
local influence of five separate editions. 


Why not join 


them and let your advertising in Progressive Farmer along 
with theirs find a place of honor on the reading tables in 
more than 960,000 homes of the able-to-buy families ™ 


this two-billion-dollar rural market of the South. 


ressive tarmer 


Cand Southern Ruralist 
RALEIGH 


MEMPHIS DALLAS 
Daily News Bldg., 
CHICAGO 
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lization of plenty is now attempting here and in England and finds the Lovinnie Sates ali Agency for Tonette 
Dr. link’ § New Book ° oe eee een 70 rye = ge nee mh Ge Herbert R. Levinger, formerly Chicago Musical Instrument 
It is a fallacy to believe that per- | light of public good. 2 advertising and_ sales ” promotion Company has appointed Auspitz & 
|sonalities can be improved merely In his concluding chapter on The manager of Lafayette Radio Mfg.| Lee, Chicago, to direct advertising 
Challen e | by raising the standard of living, | Supreme Personality,” Dr. Link sets Company and Wholesale Radio| for Tonette, new musical instru- 
ers , g he declares. In this connection he |forth the case for psychology as the | Service Company, New York, has} ment. Magazines will be used. 
disputes, for example, the sociologi- |medium for “discovering or redis-| joined Lester A. Loeb Advertising | ee 
cal contention that poor housing|covering the axioms of living Wallace in New Post 


conditions are responsible for crim 
Dr. Link also believes that arti- 


* 
to Many Theories 
ficial interruptions in the evolution 


"Not Pessimist, oi He of the business code, especially by 
the government, are more respon- | 
Says, But Pictures Dark <i). : int 


isible for unemployment i tech- 


ture nological conditions. 
Fu | One example of the interruptions, 
.w York, Nov. 2.—In “The Re- he says, “is the arbitrary creation, 


|virtually by law, 
|Labor unions may be desirable, 
| their 


discovery of Man,” Henry C. Link, 
director of the Psychological Serv- 
ice Center, has made a bid for the 
attention of advertisers among | 
others with a thought provoking | 
analysis of personality and people | = wseppcanapease D 


but 
sudden and artificial promo- 


solves.” He compares labor unions | 


».| through the study of man himself.” 


of labor unions. | 


| tion creates more problems than it | 


Agency, New York. 


“The great task before us,” he 
remarks, “is first to discover and to 
establish the axioms of personality. | 
\Second, to extend and to codify | 
| these axioms in terms of personal 
}and social concepts of living.” 

It is “open to question,” he adds, 
whether the science of psychology | 
can accomplish this task in time to| Erie Appoints 
avert the impending crash of our | Transportation 
| civilization. | New 

Macmillan Company 
the book. 


Muirhead Expands 


and lettering service, 


/on Nov. 
ber is PLaza 8-1780. 


Displays, 
published 
at Erie Railroad stations. 


A. B. Muirhead, Inc., 480 Lexing- 
ton avenue, New York, advertising 
moved 
larger quarters in the same building 
1. The new telephone num- 


to 


Inc., 


York, has been appointed to 
place posters and painted displays 


| man, 


Frank V. Wallace has joined the 
advertising staff of Horse & Horse- 
New York. He was formerly 
in charge of national advertising 
for the Press-Union Publishing 
Company, Atlantic City. 


Spackman Changes 


Wheeler F. Spackman has joined 
the advertising staff of The Ameri- 
can Home, New York. He was for- 
merly a member of the Atlantic 
district sales office of McGraw-Hill 
Publishing Company. 


—as they were yesterday and as 
Dr. Link sees them today. 

Although asserting that he is not 
a pessimist, Dr. Link takes issue 
with much current theory on edu- 
cation and with many of the doc- 
trines which he says are being pro- 
mulgated by contemporary govern- 
ment, doctrines which he believes 
are leading toward fascism—or | 
worse. 

The fascism which Dr. Link de- 
plores is viewed by the neophyte as 
a system which rules out individual 
thought. Yet, deploring fascism, 
Dr. Link later makes the somewhat 
startling assertion that one of edu- 
cation’s “most sacred cows” is the 
belief that its function is to teach 
people to think for themselves. 

Our civilization has created a phi- 
losophy of defeat, he asserts, and 
has at the same time developed in- 
tellects whose arrogance knows no 
bounds. “Brain trust,” he says, is 
an apt term for these intellects. 

“Whereas employers and em- 
ployes have been striving to create 
teamwork in a common interest,” 
he remarks, “these intellectual ma- 
chinists of the soul proclaim: ‘So- 
ciety must be divided into warring 
classes; here is a set of laws to gov- 
ern this warfare.’ ”’ 


Social movements toward a more | 
abundant life need not degrade per- 
sonalities, Dr. Link argues, nor need 


liberal thinking per 
thinking. 

And lest one believe that this is 
purely a criticism of New Deal 
theories, Dr. Link explains that “it 
is the inevitable result of 300 years | 
of physical science and mis-educa- 
tion, the central theme of which is 
the concept of man as a helpless cog 
in a mechanistic universe.” 


se be loose 


Forecast Is Gloomy 


The result, he forecasts, will be 
“the most wholesale degradation of 
character and personality which the 
world has ever seen.” 

He has this to say of the higher 
standard of living, often mentioned 
as an achievement made possible 
partially through advertising: “The 
decay of personality and character 
is very largely due to the subsidies 
which a higher economic rents. 1 


of living has enabled parents to 
give their children. 
“What families have done, a civi- | 


STOCK PHOTOS | 


Thousands of ready-to-use | 
llustrations, on all subjects, 


ere available for your inspec- 


| 
tion. Write, wire or phone 
! 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue © Chicago 
Telephone Harrison 3135 


6 West 43rd St.. NEW YORK. 
Phone Bryant 9-6682 


Foe, 


YANKEE NETWORK, INC. 


EDWARD PETRY & CO., INC., Exclusive a ae Sales Representatives 


“like a beacon in the 
wrack and ruin of 
the hurricane” 


Maintenance of public communications, 
—one of the most vital emergency needs— 
was the service voluntarily performed by 
Station WiC of Boston and allied 
Yankee Netwe: stations when a hurricane 
brought destruction of life and property, 
devastation anc’ terror to New England 
recently. 


Much of New England was deprived of 
telephone, light, railway and highway serv- 
ice. Hundreds of communities were isolated. 


Throughout the night and the followin 
day, penetrating the confusion, WNA 
and allied stations broadcast calls for 
National and Coast Guardsmen, firemen, 
policemen, water and sewer department 
workers, relief workers, all the many persons 
who must be rallied quickly in time of dis aster. 


Hundreds of personal calls also were 
broadcast for those cut off from their 
families. 


Expressing the appreciation of New Eng- 
land's people for this dramatic and inspirin 
public service the press of Boston ors high 
tribute to WNAC on Sept. 22. Hence from 
the Boston Post is taken the quotation above, 
in which, referring to WNAC, it was stated 
that it served "like a beacon in the wrack 
and ruin of the hurricane." 


DISTINGUISHED PUBLIC SERVI 


aed wr 


21 BROOKLINE AVENUE. 
BOSTON, MASSACHUSETTS: 
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UNIVEX DISPLAY 


Universal Camera will use this new four 
color window and counter display for the 
1939 Univex. 


Universal Aims at 
Wider Variety 


of Camera Addicts) 


New York, Nov. 1.—Several new 
models to tempt all types of cam- 
era addicts will be featured in 
newspaper and magazine copy to 
be released this week by Univer- 
sal Camera Company, it was dis- 
closed here. 

Also due 


for considerable copy 
stress is Universal’s guarantee of 
a new film free to users who are 


unable to get satisfactory exposures 
after following company directions. 

The new Univex movie camera 
will be slightly increased in price, 
$12.50 against $9.95 for the 1938 
product, but it will boast 60 new 
features. 

It was originally planned _ to 
bring out the 1939 Univex movie 
camera in the spring, but its debut 
has now been timed to come just 
before the Christmas holidays. 

Newspaper copy will appear 
ten major markets and the maga- 
zine list, as compiled by Franklin 
Bruck Advertising Corporation, 
will include Fortune, Macfadden 


in 


| Hettinger Joins WBS 


Dr. Herman S. Hettinger, radio 
economist, author and research ex- 
pert, has been appointed market 
consultant by World Broadcasting 
System, New York, in connection 
with New World Transcription 
System. He is assistant professor of 
marketing at the Wharton School 
of Finance and Commerce, Univer- 
sity of Pennsylvania. 


Agency for Condon 

Phelps - Engel - Phelps, Chicago, 
has been appointed to handle the 
advertising of Condon Bros., Rock- 
ford, Ill., seedsmen. The agency 
has also been named to handle the 
account of R. H. Shumway, Rock- 
ford seedsmen. Farm papers and 
magazines will be used. 


Detective Group, Newsweek, Popu- | 
lar Mechanics, Popular Science, | 
and Time. Trade papers in the | 
photographic field will be 
used. 

Another new Universal camera | 
which will make its bow right after | 


also 


the first of the year will be the 
Mercury super-speed candid cam- 
era, whose retail price will be $25. | 


O'Donnell Named Director | 

Charles S. O'Donnell, vice-presi- | 
dent in charge of marketing re- 
search division of J. M. Mathes, 
Inc., New York, has been elected 
a director. 


Shedlin Sole Covent 


Arthur J. Shedlin, 
Art Poster Company, New York, 
has joined Covent Company, Ad- 
vertising, New York, account 
executive. 


formerly with 


as 


Funk to London 

Paul V. Funk, 
of research of Erwin, 
Chicago, has been transferred to 
London, England, to direct market- 
ing and research activities. 


formerly director 
Wasey & Co., 


Now Eye Catchers 


Photomats, Inc., New York, has 
changed its name to Eye Catchers, 
Inc. 

| eeaeamecseees oe neem 
—_-_—_ 


TRANSCRIBED PROGRAMS 


CHARLES MICHELSON 


45 FIFTH AVENUE NEW YORK 


| clothing chain, 


| Manager 


Roane Expands Dudwet 


Clothes, New York, men’s 
has increased its 


Roxy 


——— 


Johnece Repelated 
International Harvester Com- 
pany, Chicago, has appointed Car- 


advertising budget for the fall to | ‘oll E. Johnson assistant advertis- 


promote the New York, Newark, 
Long Island, Albany, Bridgeport, 
Worcester, Springfield and Provi- 
dence stores. 


“Tiny 
Advertising Agency, 
handles the account. 


McGehee Joins “Telegram” 

Francis N. McGehee, 
advertising manager of the Cleve- 
land Press has joined the staff of | 
the New 
Grant Stone, formerly business 
of Akron Times-Press, is 
the new advertising manager 
the Cleveland Press. 


Peck 
York, 


Ten Payment Plan.’ 
New 


| Seyfarth, 


Newspapers and spot | 
radio will be used to promote the | 


| Cuneo Press, 
|director of the creative advertising 
|department of American Colortype 


formerly 
York World - Telegram. | 


of 
| pers and direct mail will be used. 


ing manager. He succeeds A. C. 
now advertising manager. 
Mr. Johnson has been in the de- 
|partment 35 years 


Highfield Appointed 


Otto Highfield, formerly with 
has been appointed 


Company, Chicago. 


Sherman Paper Appoints 


Sherman Paper Products Com- 
pany, Newton Upper Falls, Mass., 
has placed its account with Suther- 
land-Abbott, Boston. Business pa- 


Since 


“We 


ment . 


economically 


| Borden Wins Awards 


Modine Unit Heaters 
_ reduce heating 


Borden’s Farm Products Division 
of the Borden Company, New York, 
won six of the 17 first awards at 
the International Association of 
Milk Dealers’ convention in Cleve. 
land, and four of the 17 honorable 
mentions. First awards were re. 
ceived by Borden’s for wagon post. 
ers, outdoor posters, store signs, 
milk circulars, miscellaneous circy. 
lars and public relations advertis. 
ing. 


Opens N. Y. Studios 


Photographic Illustrations, Inc, 
Chicago, has opened an Office ip 
New York at 599 Fifth avenue with 
a complete line of stock photos, 
Elizabeth Wilson, formerly of 
Underwood & Underwood, will be 
in charge of the new office. 


Modine advertising is prepared 
by The Cramer-Krasselt Co. 


Milwaukee 


Sales and Promotion Executives call Business Week the most important 


part of Modine’s Unit Heater promotion program 


1935 the Modine Manufacturing Company has 
been advertising its Unit Heaters in BUSINESS WEEK 
— pointing out to executives that Modine Unit Heaters 
will save them money by their fuel-saving efficiency. 

And now Modine tells us that BUSINESS WEEK is 
doing the same thing for them — reducing costs through 
efficiency. Modine Sales and Promotion Executives say: 

“We look upon Business Week as the most important 
part of the Modine Unit Heater promotion program. 
want to reach those executives in industry and 
business who influence the purchase of heating equip- 
. and whom it is almost impossible to reach 


with the strictly vertical 


publications. 


Heater promotion.” 


: 
on 2 AS? 
We 5 > 


Business Week has been doing just this for us since 1935 
and consequently has been getting a bigger slice of out 
appropriation each year. 

“We might add that our 1938 advertising is stressing 
the fuel saving ability of Modine Unit Heaters . . 
especially appropriate theme at this time when executives 
are interested in abolishing waste and effecting savings. 
We honestly feel that by using Business Week we are 
abolishing waste and effecting savings in Modine Unit 


. an 


To those advertisers who are debating whether to ust 
BUSINESS WEEK in 1939, we Say: 
right people in the right place pays dividends.” 


“Advertising to the 
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Plan Horlick Contest 


Horlick’s Malted Milk Corpora- 
tion, Racine, Wis., has launched a 
contest for consumers offering 502 
prizes ranging from $2 to $500 for 
-9-word statements written on 
‘vrappers from Horlick’s 50-cent or 
larger size packages. The contest 
will close Dec. 15. Eighty news- 
papers are being used through 
Roche, Williams & Cunnyngham, 
Chicago. 


“World Ports” Bows 

World Ports, a new monthly de- 
yoted to ports, harbors, terminal 
operations and exports, published 


by World Ports Publishing Com- 
any, 20 Vesey street, New York, 
made its appearance with the Oc- 
tober issue. John C. Broderick is 


the editor and publisher. 


Boston Club Begins 
Winter Courses 


The winter educational program 
of the Advertising Club of Boston 
was started Nov. 1. 

Richard W. Janney, New England 
representative of The Saturday 
Evening Post, is chairman of the 
salesmanship course, and George P. 
Kennison, assistant advertising man- 
ager of United Drug Company, is in 
charge of sales promotion study. 


Valspar Absorbs Smith 


Valspar Corporation, New York, 
has acquired the paint and varnish 
business of Edward Smith & Co., 
Long Island City. No changes are 
contemplated in the Smith organi- 
zation and the business will be 
conducted as an independent unit. 


MODINE 


Business Week 
advertising reduces 
selling costs! 


1: 
7 


BUSIN 


The Executives Business Paper 


OCTOBER 
22 1938 


t 
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Obermeyer to Speak 


Henry Obermeyer, assistant vice- 
president in charge of advertising 
and display, Consolidated Edison 
Company of New York, Inc., will 
speak on “Public Utilities — their 
Problems and Promotion” at the 
Nov. 2 meeting of the New York 
Newspaper Promotion Group to be 
held at the Advertising Club of 
New York. 


Jaros Joins Glicksman 


Ernest S. Jaros has joined Glicks- 
man Advertising Company, New 
York, as vice-president, special- 
izing in merchandise research 
and sales promotion. Mr. Jaros 
conducted his own agency for five 
years and was formerly advertis- 
ing and sales promotion manager of 
F. & R. Lazarus & Co., New York. 


Ski Quarterly Will 
Bow in December 


Henry Blackman Sell, president 
of Blaker Advertising Agency and 
president of Vitamins Plus _ Inc., 
New York, will be president and 
publisher of Ski, a quarterly which 
will make its appearance Dec. 2. 

The publication will sell for 50 
cents at newsstands, travel resorts 
and department store ski shops. 
The page size will be 5%” by 8%”. 
Ofstie, Willcox & Associates, New 
York, has been appointed advertis- 
ing representative. 


Dalley Changes 
Hobart Adams Dalley will leave 
Valspar Corporation, New York, 


Nov. 1 to join Capitol Daily News- 
papers, Washington, as general pro- 
motion manager. 


With 103,000 paid sub- 
scribers and more than 
270,000 other readers, 
BUSINESS WEEK reaches 
more executives per 
advertising dollar than 
any other general 
magazine or general 
business magazine. 


ADVERTISE IN 


-_ 


A McGRAW-HILL 


ESS 7 W 


PUBLICATION 


EK 


330 W. 42nd St., New York 


Corn Kix Gains 
Support of 
National Campaign 


(Picture on Page 31) 

Minneapolis, Nov. 1.— General 
Mills broke the news today that 
Corn Kix, its lusty infant in the 
cold cereal field, would celebrate 
its first birthday with a national 
drive expected to further stimulate 
the competitive situation in that al- 
ready crowded field. 

Modestly introduced late in 1937, 
Corn Kix has gradually gained dis- 
tribution and stands ready to profit 
in its national campaign from the 
knowledge obtained through several 
months of test efforts. 

Several months ago it was dis- 
closed that tests being made at that 
time were more concerned with 
media combinations than with vary- 
ing types of copy. It is now re- 
ported, however, that five types of 
copy treatment have been tested 
and that the national campaign will 
represent that found most effective. 
Details of these copy tests were not 
available. 


Stress Health Value 


The taste and health appeal, as 
well as the product’s actual appear- 
ance, will receive considerable copy 
stress. Vitamin emphasis is also 
added, with copy pointing out that 
Corn Kix contains not only vita- 
mins B and D, but calcium and 
phosphorus as well. 

Eleven magazines will be used, 
with copy first appearing in The 
American Weekly Nov. 13. Others 
on the schedule are Better Homes 
and Gardens, Good Housekeeping, 
Hygeia, Ladies’ Home Journal, Mc- 
Call’s, Parents’, Pictorial Review, 
The Saturday Evening Post, This 
Week and Woman’s Home Compan- 
ion. All copy will be in four colors. 

Sunday rotogravure copy will 
appear in the Chicago Tribune, Des 
Moines Register & Tribune, Kansas 
City Star, New York News and the 
Philadelphia Inquirer. 

Four radio shows and sponsorship 
of some professional football games 
are currently being used. 

Blackett-Sample-Hummert, Chi- 
cago, is the agency in charge. 


Casmir Rejoins Agency 

Marvin Casmir, formerly adver- 
tising publicity director of Fanchon 
& Marco theaters, St. Louis, has 
rejoined Grant & Wadsworth and 
Casmir Inc., New York, as vice- 
president in charge of copy and 
agency promotion. 


“News” Adds Ardizone 

Arthur W. Ardizone, formerly on 
the New York national advertising 
staff of Scripps-Howard, has been 
appointed national advertising 
manager of the Washington Daily 
News. Seth Dennis has been added 
to the local advertising staff of the 
News. 


Issues Largest Edition 

The October directory and cata- 
log number of House Furnishing 
Review, New York, containing 322 
pages, is the largest in the history 
of the publication. The directory 
section is 17 pages greater than last 
year. 


Basic Foods to Lewis 


Milton L. Lewis Advertising 
Agency, Newark, has been ap- 
pointed agency for Basic Foods 


Inc., Jersey City. 
Eastern Agency Moves 
Eastern Advertising Agency has 
moved to the RKO blidg., Rocke- 
feller Center, New York. 
Sales Promotion 


1 and Advertising 


® | have this valuable experi- 
ence to offer some manufac- 
turer seeking an able, sea- 


YEARS in Sales, 


soned, enthusiastic man as Ad- 
vertising and Sales Promotion 
Manager. ® Am also interested 
in an Advertising Agency con- 
nection. ® Chicago location pre- 


ferred but not essential. Ad- 
dress Box 1562, Advertising Age. 
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Offers Copy Guide 
to Advertisers 
of Cold Remedies 


Dozen Suggestions 
Based on Attitude of 
the FTC 


New York, Nov. 1.—Anticipating 
the normal seasonal increase in ad- 
vertising of remedies for coughs 
and colds, the National Better Busi- 
ness Bureau last week issued a re- 
view of Federal Trade Commission 
rulings designed to help manufac- 
turers steer clear of objectionable 
copy. 

The bulletin presents a consider- 
able number of advertising claims 
which have been the subject of 
FTC stipulations or cease and desist 
orders. It also reviews some types 
of claims which may be permissible, 
and makes this explanatory com- 
ment on the difficulty of laying 
down hard and fast rules: 

“Obviously, much depends upon 
the composition and properties of 
the particular preparation to be ad- 


vertised. A claim permissible for 
one product might be entirely un- 
warranted for another. Neverthe- 
less, there are certain general 
classes of claims which have been 
so consistently prohibited by the 
Federal Trade Commission as to 
warrant the conclusion that they 
cannot justifiably be made for any 
known product. There are other 
representations which have been 
banned insofar as certain products 
are concerned and which should be 
avoided unless the advertiser has 
adequate scientific evidence to sup- 
port them.” 


Do’s and Don’ts 


After a comprehensive discussion 
of specific cases, the bulletin lists 
the following general conclusions: 

“1. Since the cause of colds has 
not yet been finally determined, 
claims concerning the alleged causes 
of colds or the ability of a particu- 
lar preparation to combat the al- 
leged causes should be avoided. 

“2. Since coughs may be asso- 
ciated with various serious condi- 
tions, the term ‘cough’ should be 
qualified in advertising to indicate 
the type for which the preparation 
is intended, e. g. ‘coughs due to 
colds’. 

“3. No preparation should be ad- 
vertised as a cure (or any term of 


THE BOTTLE SPEAKS FOR ITSELF 
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OWE SIP WILL CONVINCE YOU ‘RS 
THAT IM THE FINEST WHISKEY 
YOU EVER TASTED, JUST TRY 
ME_IF YOU DONT AGREE, You 
CAN GET YOUR MONEY BACK’ 


se 


St AERA 


Oldetyme Distillers lets its bottle of Three Feathers whisky do the talking in 
current copy offering a money back guarantee if the first sip fails to please. 
Peck Advertising Agency has the account. 


like meaning) for coughs or colds. 

“4. No preparation should be ad- 
vertised as capable of preventing 
the contraction of coughs or colds 


ous business. 


pital. 


you have to. 


for surgeons requires a 


Operations are no fun for the person 
who is operated upon. And they're no 
fun for hospitals, either—they are seri- 


Just as the making of a good movie 
depends on a multitude of organized in- 
dividuals in addition to the actors, the 
performance of a successful operation 
depends not only on the skill of the 
surgeon, but equally upon the facilities 
and the organized, highly-trained assist- 
ance rendered the surgeon by the hos- 


Doctors can operate without the ape- 
cialized facilities and the trained per- 
sonnel supplied by hospitals . . 
can you get along without electricity, if 
But it is the business of 
hospitals to supply these facilities, and 
it is an important and a serious business. 

This business of supplying facilities 


medical practices and medical proce- 


Wilmot Castle Co. 


to do it. 


In a word, running a hospital requires 
exactly the same kind of executive abil- 
ity as is required to run any business 
institution, because running a hospital 
is a business, and a mighty big business. 


That’s why 
MENT, which has pointed editorially at 
the practical business aspects of man- 
aging and operating hospital plants and 
the 
paper of the hospital field. 


the practical business executives of hos- 


services, is 


. and so 


and injured. 


knowledge of 


Hospital Management 


The National Magazine of Hospital Administration 


100 E. Ohio St., Chicago — 330 W. 42nd St., New York 


Pacific Coast representatives: 


Don Harway & Co., 


Let’s Talk About 

This 
Business 

of Operations 


dure, of course, but in addition it re- 
quires the administrative ability to 
develop a highly trained, perfectly co- 
ordinated team of workers doing exactly 
the right thing at the right time, and 
equipped with exactly the right equip- 
ment, materials and supplies with which 


pitals in practical business terms about 
the business of conducting institutions 
for the care and treatment of the sick 


if you have a business story to tell 
to the business men who run America’s 
hospitals, HOSPITAL MANAGEMENT 
is the place to tell it. 


Los Angeles and San Francisco 


HOSPITAL MANAGE. 


business 
It talks to 


recognized 


(li 


or preventing 
thereof. 

“5. Claims that a preparation 
will produce a definite result within 
a specified period of time should be 
avoided. 

“6. Terms or language descrip- 
tive of the symptoms of serious dis- 
eases such as tuberculosis, pneu- 
monia, diphtheria, etc., should be 
avoided in recommending the use of 
cough or cold remedies in adver- 
tising. 

“7. The application of medicinal 
rubbing preparations may assist in 
relieving local congestion and pain 
associated therewith and may re- 
lieve nasal congestion but should 
not be represented as ‘penetrating’ 
so as to relieve any organic or deep- 
seated condition. 

“8. Cough syrups may give re- 
lief from certain symptoms of 
coughs due to colds but should not 
be represented as competent treat- 
ments for coughs as such. 

“9. Cough drops may possess 
palliative value in the treatment of 
coughs but should not be repre- 
sented as competent treatments for 
coughs as such. 

“10. Nose and throat drops may 
relieve certain symptoms of coughs 
or colds but should not be repre- 
sented as competent treatments 
therefor and precise or blanket 
claims as to the area which the 
medication will cover should be 
avoided. 

“11. Inhalants may relieve cer- 
tain symptoms of colds but should 
not be represented as competent 
treatments or preventives of colds. 

“12. Medicinal preparations for 
internal use may relieve certain 
symptoms of colds but do not con- 
stitute competent treatments or pre- 
ventives of colds.” 


Agency Basketball 
League Session to Open 


The Advertising Agency Basketball 
League of New York will open the 
1938-1939 session Nov. 21. Arthur 
Kudner, Inc., has won the trophy 
for the past two years. Other 
agencies entered to date include | 
Batten, Barton, Durstine & Osborn; | 
Erwin, Wasey & Co.; William Esty 
& Co.; Grey Advertising Agency; | 
Lord & Thomas; McCann-Erickson: | 
Newell-Emmett Company; Ruth- 
rauff & Ryan, and Young & Rubi- 
cam. 

Ken Griffiths, of Arthur Kudner, 
chairman of the league, and Bob 


the complications 


| Block, Grey Advertising, co-chair- 
|men, are seeking to line up addi- 


tional entries. 


Advertising Club 
Formed in Charlotte 
An advertising club has been or- | 
ganized in Charlotte, N. C., with P. | 
H. Battle, advertising director of the | 
Charlotte Observer, as president. 
Other officers are Thomas C. Ev- 
ans, I. W. Williams and J. H. 
Bridges, vice-presidents; M. P. Wil- 
liams, treasurer, and Bomar Low- 
rance, executive secretary. 


Joins Kay Displays 

Richard Rose has joined the pro- | 
motion department of Kay Displays, | 
New York. 


—_—= 


Film Tells Story 
of Preparation of 
Bostonian Copy 


Dealers Impressed with 
Care Taken in Laying 
Campaign Plan 


Chicago, Nov. 2.—The task of ip. 
creasing dealer interest in nationga) 
advertising copy was carried one step 
further than usual here today when 
Commonwealth Shoe & Leather 
Company, Whitman, Mass., maker 
of Bostonian and Mansfield shoes 
for men, took time out from a dealer 
conference to present a film which 
not only outlined the spring cam. 
paign but also gave an extensive ip. 
sight into the preparatory work in. 
volved. 

Plans for spring, dealers were 
told, involve an approximate 20 per 
cent increase in the budget as com- 
pared with that for this year, al- 
though the early 1939 drive will not 
be quite as extensive as the current 
fall campaign. 


Four Magazines Listed 


The media schedule will be ap- 
proximately the same with Collier’s, 
Esquire, Life and The Saturday 
Evening Post on the list for inser- 
tions that will include much color 
copy. Newspaper and radio adver- 
tising will be placed cooperatively 
through dealers. The latter are also 
expected to give considerable atten- 


tion to direct mail and window dis- | 


plays. 
March. 


Stress Details Involved 


The film shown dealers empha- 
sized that preparation of the na- 
tional campaign was far from a hit 
or miss task. Development of the 
candid camera technique used by 
the company in its copy was por- 
trayed through sequences. which 
showed company representatives, 
models, shoes and photographers 
actually on “location.” Also re- 
vealed was the fact that more than 
500 shots were taken, to provide the 
comparatively few used in the cam- 
paign. 

Further sequences carried cam- 
paign plans to company and adver- 
tising agency offices, visiting copy, 
art and layout workshops. Interest 
in the forthcoming campaign was 
stimulated, officials said, through 
exposition of the many changes in- 
volved before the rough draft was 
made into the finished copy. 

“Featured players” in the film in- 
cluded Walter J. Avery, advertising 
manager, and executives of Fuller & 
Smith & Ross, New York, the agency 
in charge of the campaign. 


The campaign will begin in 


Halpern Appointed 
Pastoral Review and Grazier’s 
Record, Sidney, Australia, has ap- 
pointed Halpern Associates, New 
York, as representative in the 
United States and Canada. 


In the school ART field 


Who Has The Power 


to recommend for purchase 
and who actually purchases the 
art, drawing and craft mate- 
rials, supplies and equipment 
for the public schools? 

You'll find sure fire facts on an 


established market when you read 


“CURIOSITY.” 


Send for FREE copy to 


THE 
SCHOOL ARTS 
MAGAZINE 
7 Printers Bldg. Worcester, Mass 
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Mass Marketing 
Fyerts Influence 
on Packages 


Designing Requires Spe- 
cialist's Skill, Research 
Man Says 


New York, Nov. 1.—Mass mer- 
chandising techniques introduced 
by super markets and other self- 
‘ service stores 
have “revolu- 
tionized pack- 
aging,” Frank 
R. Coutant, di- 
rector of re- 
search, Pedlar 
& Ryan, told 
students in the 
advertis- 
ing course 
sponsored by 
the Advertising 
Club of New 
York last night. 

Packaging design has become so 
important, he said, that the wise 
agency no longer tries to do such a 
job itself but instead turns to spe- 
cialists in that field. “Engineering 
and architecture play a part in 
package design, and the agency art 
department cannot be expected to 
deal with such problems,” he re- 
marked. 

On the subject of consumer jury 
tests to determine best advertise- 
ments or package designs, Mr. Cou- 
tant advocated the use of only two 
samples at a time. He declared 
that the matter of terminology used 
by interviewers in such tests is 
unimportant so long as the word 
“which” is included. He conceded 
that some psychologists might 
argue with him on that point. 


Masculine I. Q. Low 


Frank R. Coutant 


“One of the early things you 
learn in research is that men are 
dumb and women are smart,” he 
said. He told how 80 suggested 
package designs for Camay soap 
were reduced to eight by 10,000 
interviews, and how it took a num- 
ber of women to show him what 
element was common to all eight. 

To illustrate the pitfalls which an 
investigator must avoid, Mr. Cou- 
tant related the actual case of a 
manufacturer who planned to mar- 
ket a toothbrush. Free samples 
were sent to 5,000 dentists, and 
mail questionnaires were used to 
get their reaction to the new prod- 
uct. Returns showed that 80 per 
cent liked the brush. That figure 
looked suspiciously high, so per- 
sonal interviews were used to fol- 
low up the dentists, and it was 
discovered that only 150 of the 
5,000 had even seen the product. 

Asserting that “marketing re- 
search is as exact a science as navi- 


WKY sells this 


OKLAHOMA 


* REPRESENTATIVE THE KATZ AGENCY Inc 


gation,” Mr. Coutant declared that 
he had never met a manufacturer 
who had not used research who 
could describe his typical customer 
and his habits. The speaker pre- 
dicted that pre-tested marketing 
would become a great deal more 
popular within the next two years. 


“Sporting News” Moves 
The New York office of Sporting 
News and Sporting Goods Dealer 


has been moved to larger quarters 
at 535 Fifth avenue. 


Issues Market Letter 


Free-Lance Photographers Guild, 
New York, has issued Free-Lance 
Photographer, monthly market let- 
ter for member photographers. 


Mentholatum Plans 
20% Increase 
in Magazine Copy 


Atlanta, Nov. 2.— Mentholatum 
Company has increased its maga- 
zine budget 20 per cent for a cam- 
paign to start this month and run 
through March, company spokes- 
men said today. 

Seven insertions are planned. 
Two of these will have as their 
theme, “Make the Going Smoother 
This Winter,” while the remainder 
will stress the product as a remedy 
for head colds, nasal irritation and 
chapped skin. 

Fourteen magazines are included 


in the schedule. They are Country 
Gentleman, Country Home, Farm- 
er’s Wife, three in the Fawcett Fic- 
tion Unit, Good Housekeeping, 
Household, Ladies’ Home Journal, 
Liberty, McCall’s, The Saturday 
Evening Post, Woman’s Home Com- 
panion and Woman’s World. 

Dillard-Jacobs Agency has the 
account. 


Bramson to Publish 
“Used Car Merchandising” 


Bramson Publishing Company, 
Detroit, publisher of Tool Engineer, 
will issue Used Car Merchandising 
Jan. 15. 

The new monthly publication will 
reach all automotive dealers han- 
dling used cars in cities of 10,000 
population or more. 


Form Jipson Studios 


Elon Jipson, Edward Gressendorf 
and Russell Talbot, all formerly 
with Fawn Art Studios, Detroit, 
have organized Elon Jipson Studios 
in the Stephenson bldg., Detroit, 
specializing in advertising illustra- 
tions. 


To Ruthrauff & Ryan 


French Lick Springs Hotel Com- 
pany, French Lick, Ind., has named 
Ruthrauff & Ryan, Chicago, to han- 
dle the advertising of French Lick 
Springs Hotel and Pluto Water. 


Adams to Mell-Ress 


Hal Adams has been appointed 
art director of Mell-Ress Company, 
New York, in charge of a special 
department of cartoon media. 


Wietice’s women have 


acted 7OGETHER— 


* to lower 


* to legislate 


* to advance the cause 
of living babies 


the maternal | 
mortality rate 


social diseases 
out of existence 


* To Make 
Publishing 
| History for 


what magazine? 
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ADVERTISING AGE 


November 7, 193g 


Copywriter Shows 
How G. 0. P. Can 
Grab 1940 Election 


New York, Nov. 1.—Carefully 
planned advertising in the hands of 
experts could “sell” America a Re- 
publican president in 1940, accord- 
ing to Ted Patrick, Young & Rubi- 
cam copywriter, who suggests ap- 
plication to the political arena of 
the same technique that moves 
soaps and breakfast foods off deal- 
ers’ shelves. 


Not content merely with setting 
down his assertion in black and 
white, Mr. Patrick goes further, in 
the November issue of Scribner’s, 
and shows exactly how the cam- 
paign should be conducted. He 
starts with the premise that the 
problem at hand is to devise a mer- 
chandising plan that will sell a 
product to as many people as pos- 
sible and he points out that the 
Republicans failed by a consider- 
able margin to sell a necessary ma- 
jority of 40,000,000 customers in 
1936—and “anything less than a 
majority constitutes No Sale.” 

With the market thus sketched, 
the author proceeds to examine his 
product, in this case a candidate. 
He reports that the research depart- 


ment has uncovered two prospects 
—Bruce Barton and Thomas E. 
Dewey. 

He points out that Barton would 
not be a good candidate because he 
has been a prolific writer, and 
“published writings are ghosts that 
are never laid.” He quotes Don 
Francisco, president of Lord & 
Thomas, to the effect that “Upton 
Sinclair would be governor now if 
he hadn’t written so much.” And 
so Barton is turned aside because 
he “has praised Mussolini in print, 
and has committed other literary 
misdemeanors that would embar- 
rass him in a political campaign.” 

Dewey’s chances of gaining the 
White House are much better, Mr. 
Patrick states, assuming of course 


that he succeeds in his present cam- 
paign for governor of New York. 
Dewey has already had a national 
build-up as the result of his racket- 


busting, has an_ effective radio 
voice, is “young, intelligent, and 
lucky.” 


Having achieved the nomination 
through use of deft strategy, ably 
abetted by the work of skilled copy- 
writers, the author points out that 
radio should be the chief medium 
for the sales campaign to put the 
candidate across. Mr. Patrick sug- 
gests the possibility of entertain- 
ment plus commercials as a substi- 
tute for the usual straight commer- 
cial procedure of most political cam- 
paigns. 

In magazines and newspapers, 


Mieticas women have 


acted VOGETHER — 


When millions of American wo- 
men begin to think in vital new 
patterns of public and personal 
interest —to act directly —the re- 
sults make history. When one 
magazine gives voice and direc- 
tion to these new interests, read- 
ers are attracted in numbers that 
make history too. 


In the past three years the 
Ladies’ Home Journal has had 


MORE NEW BUYERS THAN ANY OTHER 
U. S$. MAGAZINE SELLING MORE 
THAN 2 MILLION COPIES!*« 


In response to a new and vital 
JOURNALism, America’s largest 
feminine audience (3,044,000 
women ) are making the JOURNAL 
an unparalleled publishing force! 


*% Reader's Digest, report- 
ing no figures, and mage- 


tines 


thet added circula- 


tions through mergers are 


not included. 


SAMPLE COPY __ 


1 oe 
: “1 00" ~ 
; eve this symbe! for 


ee 


this mas -© ; A 
n a at 
“| voted for Roosevelt in ‘36 


> here's why I'm voting for Dewey in ‘40! 


> this symbol for this mane 


* 


Ted Patrick is the author of an article 

in Scribner's Magazine showing how ad. 

vertising technique could be used in the 

1940 presidential campaign. This sample 
copy illustrates his ideas. 


Mr. Patrick recommends the use of 
sequence pictures, comic strips, bal- 
loons, and other attention-getting 
devices used effectively by modern 
advertisers. The sample advertise- 
ments are rather unusual, in that 
they take into consideration that 
customers who must be won over 
have already indicated that they 
like a competitor’s product. To in- 
sist that the competitor and all his 
works are 100 per cent wrong 
would be questioning the intelli- 
gence of the public and would not 
be sound advertising psychology. 

Suggested slogans for campaign 
use are: “Do we want Dewey? We 
do!”; “Dewey will do for us’; and 
“Vote for a Dewey instead of a 
Donkey.” The suggested picture se- 
quences show the candidate from 
babyhood to the presidency. J. M. 
Anthony, a member of the Young 
& Rubicam art department, as- 
sisted Mr. Patrick in preparing the 
advertisements. 


Book Publisher Names 


Clark for Campaign 


Parker & Baird Company, Los 
Angeles book publisher, has ap- 
pointed Darwin H. Clark Advertis- 
ing Agency, Los Angeles, to handle 
its account. 

Magazines on the schedule in- 
clude Fawcett Women’s Group, Lib- 
erty and Popular Mechanics. Busi- 
ness papers will also be used. 


| Couderc Transferred 


Albert F. Couderc has been trans- 


m™ | ferred from the San Francisco of- 


‘* 


“se 


Vital new SOURNAL ism for today’s women 


= ars fe PES 


fice of the Wall Street Journal, Pa- 
cific Coast edition, to Los Angeles. 


I FOR BETTER 


WINTER POSTING 


Specify 


REDUCES 
UNSIGHTLY 
FLAGGING 
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. 'taking delivery of goods of like a temporary injunction was issued Reichner Gets Eye-Gene 
in Point S stem grade and quality at Chicago, which Ban on Outdoor restraining the ban. Morgan Reldner & Co. Mew 
as g goods are supplied by respondents’ 


Held Apex of 
New FIC Charges 


Corn Products Named 
in Complaint Based on 


R-P Act 


Washington, D. C., Nov. 3.—The 
complaint filed by the Federal 
Trade Commission last week 
against the Corn Products Refin- 
ing Company, alleging violation of 
the Robinson-Patman act, was 
viewed here today as an FTC at- 
tempt to dislodge the so-called bas- 
ing point system of pricing widely 
used by industry. 

The complaint charges Corn 
Products with discriminating in 
price among purchasers of its prod- 
ucts, but the main point of the FTC 
charges is that the alleged dis- 
crimination is effected through tue 
delivered price system. 

It is reported that the basing 
point system, whereby the price per 
unit of the commodity sold is based 
on the point of delivery, has long 
been anathema to many influential 
Administration officials. An anti- 
basing point system bill was intro- 
duced in the 74th Congress and ex- 
tensive hearings were held although 
the measure subsequently was per- 
mitted to lapse. 


Cite Steel Pricing 


Meanwhile an extensive investi- 
gation of the delivered price sys- 
tem was carried on in the steel in- 
dustry. This industry later modi- 
fied its pricing plan, ostensibly to 
conform to a practice held more 
satisfactory. 

This type of pricing system has 
been cited as a bad object lesson in 
the cement industry and several 
others. It is also expected to come 
under the scrutiny of the O’Mahoney 
“monopoly” investigation. 

The FTC complaint listed Corn 
Products as owning and operating 
plants in Pekin and Argo, Ill.; North 
Kansas City, Mo., and Edgewater, 
N. J. Further paragraphs contained 
the following allegations: 

“The aforesaid discriminations in 
price are generally effected through 
the employment of delivered prices. 
The delivered prices charged buy- 
ers, While identical in terms of dol- 
lars and cents as to those located at 
any given point of delivery, are dis- 
criminatory among buyers located 
at diverse points of delivery. The 
differences in price between buyers 
located at diverse points of delivery 
are often substantial. 

“Respondents’ customers taking 
delivery of corn syrup at Kansas 
City, Mo., and supplied by respond- 
ents’ North Kansas City plant are 
required to pay a price which is 36 
cents a hundred pounds more than 
respondents’ customers pay when 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Argo plant. This amounts to a dis- 
crimination in price of 36 cents a 
hundred pounds between respond- 
ents’ customers competing in the 
manufacture, sale and distribution 
of candy made from such corn 
syrup, who respectively take deliv- 
ery at Kansas City and Chicago.” 
Hearings on the case are sched- 
uled for Nov. 25 in Washington. 


Schenley Adds Line 


Ancient Age is the name of a 
new whisky introduced by Schen- 
ley Distillers Corporation, New 
York. Newspaper and magazine ad- 
vertising will be started as soon as 
distribution has been completed. 


Liquor Copy in Va. 
Upset by Court 


Richmond, Va., Nov. 1.—The tem- 
porary injunction restraining the 
state alcoholic beverage control 
board from enforcing its ban on 
outdoor advertising of beer, liquor 
and wine was made permanent in 
Circuit Court here last week-end by 
Judge Julien Gunn. 

Outdoor advertising of alcoholic 
beverages was forbidden by the 
board in a ruling issued April 8, 
1937. The ruling was appealed in 
court by Consolvo & Cheshire, Nor- 
folk, outdoor advertising represen- 
tative, and on June 24 of this year 


The final decision of the court 
opens the way to immediate re- 
sumption of outdoor advertising un- 
less an appeal is taken to a higher 
court. Meanwhile, with the case 
still pending, Southern Breweries, 
Norfolk, set up ten outdoor displays 
without challenge from the state 
authorities. 


“Creative Artists” Out 


“Creative Artists, 1939” was pub- 
lished Nov. 1 by Sackett & Wil- 
helms Lithographing Corporation, 
New York. The book shows black 
and white lithographic reproduc- 
tions of works produced during the 
past year by leading artists, illus- 


trators and photographic studios. 


The “Magic Circle” 
A.B.C. City Area isa 700 MILLION 
DOLLAR MARKET. This compact, 
densely populated circle embraces 
70.3% of Los Angeles County’s 
population and accounts for 75.9% 
of the county’s total retail sales. 


... Los Angeles 


market. Where 


NEW YORK CHICAGO 


Do you want effective, economical 
coverage of a compact, fertile mar- 
ket? Of course you do; that's what 
makes advertising campaigns "click." 
Where is this market? The 10-mile 
Los Angeles A. B. C. "Magic Circle" 


is the key to this 


market? The Evening Herald and 


“Los Angeles, Key to the South- 
ern California Market,” contains 
valuable 
Write for your copy today! 


York, has been appointed by the 
Eye-Gene Company, Chicago, to 
handle advertising of Eye-Gene 
eye-drops. Women’s magazines, 
general magazines and newspapers 
will be used. 


New Agency Formed 


Helen Bryant has resigned as di- 
rector of home furnishing copy for 
John Wanamaker, New York, to 
form Bryant & Starr, advertising 
promotion and publicity, with of- 
fices in the Graybar bldg., New 
York. 


KOME Joins Mutual 

Station KOME, Tulsa, joined 
the Mutual Broadcasting System 
network Nov. 6. 


HERES YOUR KEY 
to the MAGIC CIRCLE’ 


marketing information. 
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Express, because it gives you the 


largest and most thorough available 


daily coverage of the "Magic Circle." 


This newspaper is bought and read 
by 60°% MORE A. B. C. families than 


any other local daily. Here's your 


key ... unlock the door to more sales 


NOW! 


LOS ANGELES EVENING 


NATIONAL REPRESENTATIVES: PAUL BLOCK aNDdD ASSOCIATES 


DETROIT 


PHILADELPHIA 


BOSTON 


SAN FRANCISCO 


HERALD~£xpress 
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McCarthy Gains in 
Popularity, Hooper 
Report Shows 


Two P&G Programs in 
First Place on Daytime 


Shows 


New York, Nov. 3.—Increasing 
popularity for Charlie McCarthy, 
Chase & Sanborn’s’ diminutive 
radio salesman, was revealed today 
in a report by C. E. Hooper, Inc., 
which places this show as the most 
popular evening program in both 
large and small cities. 

This report, the first in a series, 
covers sponsored daytime and eve- 
ning network shows. 

Current figures show the Chase & 
Sanborn program gaining an audi- 
ence of 33.5 per cent of total sets 
in cities of more than 250,000, and 
29.5 per cent of total sets in cities 
from 25,000 to 100,000. 

The figure for large cities shows 
a substantial gain for Charlie dur- 
ing the year. At this time in 1937 
his rating was 27 per cent of total 
sets in large cities. Smaller cities 
were not included in the survey at 
that time. 

Procter & Gamble Company 
drew the top spots in current popu- 
larity rating among weekday shows 
with two programs, “The O’Neills” 
for Ivory soap, and “Ma Perkins” 
for Oxydol. 


Cantor Show Gains 


In large cities, “The O’Neills” 
garnered an audience of 7.8 per 
cent of total sets, while “Ma Per- 
kins” drew 8.9 per cent of total sets 
among smaller cities. 

Changes in popularity standings, 
as revealed by Hooper, show that 


Eddie Cantor’s program for Camel 
cigarettes, sponsored by R. J. Rey- 
nolds Tobacco Company, has ad- 
vanced to fifth place. The F. W. 
Fitch Company’s “Bandwagon” 
show has likewise moved up to 
twentieth place among the 83 spon- 
sored evening shows covered by the 
report. 

The Camel program is heard over 
the Columbia Broadcasting System. 
The others mentioned are released 
through National Broadcasting 
Company. 

Coincident with this report, the 
Hooper organization commented 
upon several changes made in its 
survey technique. One new ele- 
ment introduced in reports given 
clients is the “sponsor retention” 
on each program, in addition to 
the “sponsor identification.” Differ- 
ences in the ability of listeners to 
name the sponsor during the pro- 
gram as compared with that ability 
within 15 minutes after termination 
of the program range from zero to 
as high as 50 per cent, it was said, 
although the latter figure is rare. 

The size of the sample has also 
been increased as well as the area 
covered from 16 checking points. 


Tastyloins to Presbrey 


Booth Fisheries Corporation, Chi- 
cago, has appointed Frank Presbrey 
Company, Chicago, as advertising 
agency. A campaign has been 
started for Tastyloins, a complete 
line of fresh frosted fish to be dis- 
tributed through grocery stores. 


Phenix Associates New 


Leon P. Goldstein has resigned 
as production manager of Spotlite 
Publicity Features, New York, to 
form Phenix Associates, 11 Barrow 
street, New York, agency for the 
designing and production of printed 
advertising. 


Hecker in New Post 


B. L. Hecker, former Galveston 
business man, has joined Advertis- 
ing Associates, Albuquerque, N. M., 
as account executive. 


Aye, Aye, Sir! 


You heard right the first time. 
Treasure Island... ‘A’’ Market, U.S. A. . 


It is 
. where more 


than $123,000,000 in dimes and doubloons are dug up 
every year by canny advertisers. 


Just tell us how much of that lucre you want for yours | 
and we'll do the digging. We're doing it for others, we | 


can do it for youl 


Standard Rate and Data Listing: Hempstead—Lynbrook 


Freeport. 


Executive Offices: Rockville Centre, N. Y. 


| 


Getting Personal 


J. D. MacGregor, v. p. and g. m., Pan American-Grace Airways 
Inc., has received Chile’s highest award to non-citizens, the Al Merito 
order, for his work in establishing airlines to Chile. . . Frederick W. 
Nichol, v. p. and g. m., International Business Machines Corporation, 
and fellow executives Arch Davis, a. m., Otto E. Braitmayer, v. p., and 
John G. Phillips, secretary-treasurer, traveled up to Endicott, N. Y., 
to hear Paul van Zeeland, former premier of Belgium, lecture at the 
IBM factory school there... 


Three hundred employes of Macfadden Publications Inc., gathered 
at luncheon Nov. 1 to honor Orr J. Elder, advertising director, who 
celebrated his 35th anniversary 
with the company. Bernarr TUNA FISHERS 
Macfadden, publisher, headed a 
list of speakers which included 
Charles Shattuck, Western adv. 
dir.; Carroll Rheinstrom, a. m., 
True Story; Harold Wise, a. m., 
Liberty; and Fulton Oursler, 
editor. The guest of honor was 
presented a scroll, a set of golf 
clubs, and a traveling bag... 


Confirming the predictions 
of Broadway columnists, Albert 
D. Lasker, board chairman of 
Lord & Thomas, is honeymoon- 
ing in Europe after a surprise 
wedding at the Waldorf-Astoria 
to Doris Kenyon, former screen 
star in the pre-talkie days. The 
newlyweds will spend their 
winters in California, and the rest of the time at Lake Forest, Ill. . . 


Porter Leach looks hopefully for a tuna 
at the end of his line while fishing off 


New Jersey. The skipper at the stern 
is J. D. Leonardo, designer. 


Arthur Kudner, agency president, Joseph V. Connolly, g. m., 
Hearst Newspapers, and Barron G. Collier, pres., Barron G. Collier, 
Inc., are members of the executive committee planning the President’s 
birthday celebration. . . 


Fen K. Doscher, division mgr., Lily-Tulip Cup Corporation, was 
snared by Dan Cupid, and is honeymooning in Bermuda. . 

When Frank R. Coutant, director of research, Pedlar & Ryan, 
addressed the Ad Club students, he took along a small-size doghouse— 
to remind him not to talk too much about his own clients. . . Dr. 
George H. Gallup, v. p., Young & Rubicam, is developing a fine herd 
of Aberdeen Angus on his farm near Princeton, and has bought an 
additional farm... 


SMILES BUT NO SPEECHES 


J. Robert Corry, vice-president of the Lewis Edwin Ryan agency, Washington, 
and Mrs. Corry, share smiles with Lewis E. Ryan (right), president of the agency, 
which recently held a speakerless banquet for employes and families. 


William E. Robinson, adv. dir., New York Herald Tribune, 
returned to his Alma Mater, NYU, to address an Alpha Delta Sigma 
advertising fraternity meeting on “Advertising—the Fabulous 
Invalid.” . . Lenox R. Lohr, NBC president, will address the Federal 
Council of Churches in Buffalo, Dec. 7... 


J. H. Buckley, of the Chicago office of Nation’s Business, is spend- 
ing a couple of months in Tucson, Ariz., hoping that the visit will 
cure his sinus trouble. . . 


Henry A. Remillard recently celebrated the anniversary marking 
30 years with McAuslan & Wakelin Company, Holyoke, Mass. . 


A round trip to Europe on a luxury liner of the French Line and 
£100 in cash goes to R. A. Emnett, assistant a. m., Hotels Mayfair and 
Lennox, St. Louis, as first prize winner in the Hotel World-Review’s 
contest for the best essay on “What Hotels Can Do to Bring Travelers 
to Their States.” .. 


E. J. Powers, publishers’ representative, is recovering from a 
tussle with pneumonia. He says it’s no fun. . . 


Will J. Feddery will celebrate his 25th anniversary as central 
western manager of Hardware Age on Dec. 15, but his associates 
gave him a luncheon a little ahead of time, during the recent hard- 
ware convention in Atlantic City. He was presented with a set of 
golf clubs, a metal scroll and other tributes. . . 


: Donald P. Hess, new president of American Bosch Corporation, 
Springfield, Mass., has sailed on an extended business trip to Europe. 
He will return to the United States about Dec. 1... 


Pauline Benedict Fischer, wife of Alfred Fischer, of George N. 
Wallace Company, New York sales and advertising counselor, will 
publish her third novel this month. Its title is “Clay Acres” and it 
is being published by Penn Publishing Company, Philadelphia. . . 


; Harry P. Adair, president of Metropolitan Advertising Company, 
New York, played host to all members of the staff at dinner recently 
in honor of the agency’s 37th anniversary. . . 


An exhibit of the work of Philadelphia commercial artists and 
those with studios in the Philadelphia area has been arranged by the 


sy Richard Club. The exhibit can be viewed for one week, starting 
ec. 5. 


Missouri Movie 


Houses Will Fight 
Lottery Ruling 


Kansas City, Nov. 1.—Missoyr; 
theater owners will not only cop. 
tinue to participate in the $250,099 
contest sponsored by the Moving 
picture industry but will also de. 
fend its legality, spokesmen fo, 
local theater owners, as well as ex. 
ecutives of the national movie cam. 
paign, said last week. 

This announcement was in ap. 
swer to Roy McKittrick, attorney 
general of Missouri, who last wee, 
ruled that the contest had three 
elements constituting lottery: con. 
sideration, prize and chance 
Theater owners were advised not 
to lend assistance to the contest, 

A message received here from 
George J. Schaeffer, head of the 
national contest committee in New 
York, said: “It would have been 
the height of folly to have starteg 
this contest without express assur. 
ance that it was in accordance with 
the postal laws that govern lot. 
teries. 


Claims U. S. Approval 


“The movie quiz contest was de- 
vised as an entertaining game in 
which millions of people could par- 
ticipate. It was purposely made 
not too difficult. Our contest was 
sent to the United States postal 
authorities, who passed it in every 
detail. 

“As far as we know it is still Mr. 
McKittrick’s personal opinion. No 
legal action has been recorded 
against the contest, and because of 
the nation-wide interest in the con- 
test and the thousands of theater 
owners who are financially backing 
it, any legal action, if brought, will 
be defended with the utmost confi- 
dence.” 


Wetter Secretary 


Pierce T. Wetter has been elected 
secretary-treasurer of the Graphic 
Arts Research Bureau, New York, 
succeeding the late John Clyde 
Oswald. Mr. Wetter is also chair- 
man of a committee to coordinate 
research in the graphic arts. 


Florists Name Y&R 


Florists Telegraph Delivery As- 
sociation of America, Detroit, has 
appointed Young & Rubicam as its 
agency. 


Frey Moves 
Erwin M. Frey & Affiliates, New 
York, has moved to 347 Madison 
avenue. The telephone number is 
Murray Hill 3-3047. 
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~ PICTURE TECHNIQUE 


MEN! Hond 
abam +A ot the ome price. "2.95 


Brief copy is subordinated to the pic- 
torial appeal in a new copy series for 
Adam Hats, one of the largest chains 
of this type in the country. Glicksman 
Advertising Company, New York is the 

agency in charge. 


Nejelski Suggests 
Varied Packages 
for Same Product 


Chicago, Nov. 1.—Too much 
packaging is done from the expert’s 
and the manufacturer’s point and 
view and too little from the view- 
point of the consumer, Leo Nejelski, 
advertising manager of Swift & Co., 
told the Chicago Federated Adver- 
tising Club last week. 

Asserting that packaging prob- 
lems are too likely to be “settled” 
on an emotional, rather than a fac- 
tual basis, and urging that all 
phases of packaging be worked out 
with the help of competent authori- 
ties and adequate dealer and con- 
sumer tests, Mr. Nejelski voiced 
several specific suggestions. 

The majority of packages still 


' contain identical copy on front and 


back, he said, although one panel 
seems ample for proper identifica- 
tion, and the back might much more 
satisfactorily be used to give prod- 
uct information, including such 
things as ingredients, processes of 
manufacture, uses, etc. 


Wants Copy Variations 


“Is there any good reason why 
the face of a package cannot be 
changed frequently, provided that 
elements of identification remain 
constant?” he asked. “On foods, 
particularly, the face of the package 
can suggest varied uses. One corn 
flakes package on the shelf might 
Suggest corn flakes and cream, the 
one right beside it corn flakes and 
bananas, the third corn flake muf- 
fins ... I might be tired of plain 
corn flakes and cream but the pic- 
ture of the corn flakes and bananas 
ana create a desire and a pur- 
chase.” 

Clara Zillessen, advertising man- 
Philadelphia Electric Com- 
pany, and this year’s winner of the 


Age 
ager, 


NOW(YOU 


“7 


HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
visit Washington 

.. you'll be glad 
you came. Rooms 


from $3.00. 
NM 
HOTEL : 


PENNSYLVANIA Ave.atiathSt.NW 


WASHINGTON, D.C. 
©. ©. Schiffeler, General Manager 


Josephine Snapp Award for out- 
standing achievement presented by 
the Women’s Advertising Club of 
Chicago, was presented to the ad- 
vertising club membership at the 
meeting. 


Furniture to Reiss 


Joseph Warner Furniture Corpo- 
ration, New York, has appointed 
Reiss Advertising, New York, as ad- 
vertising counsel. Class magazines 
and direct mail will be used. Eu- 
gene Harris is account executive. 


Pfleiderer for Self 


L. R. Pfleiderer, formerly with 
the Albuquerque Publishing Com- 
pany, has opened an advertising 
agency in the Sunshine bldg, Al- 
buquerque, N. M. 
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Significance 


advertisers . 


+ LRT pe a Ra RE ARNE? ety OPT OT I PRN, OE eR 
4 ‘4 ‘ << ; ; : “ ; pe ae ke 


@£ Newsweek's 320,000 families, , 
86% own automobiles; a quarter of 
those car Owners run two or more 


. . makers of cars, re- 
finers of gasoline and oil, producers 
of accessories like radios and heaters 


Keedoozle System 
on Verge of 
Broad Expansion 


Memphis, Nov. 3. — Clarence 
Saunders is ready for expansion in 
two directions, he announced today 
as he claimed perfection of the Kee- 
doozle system which has engrossed 
his efforts for two years. He will 
open new stores and license others, 
he said, and will add variety mer- 
chandise to the grocery lines hith- 
erto sold in Keedoozles. 

Mr. Saunders has completely ren- 
ovated his store here, and is ready 
to add a second unit in the down- 
town business district Dec. 1. Mean- 
while, he has licensed grocery op- 


erators in Texas, and is negotiating 
with prospective franchise holders 
in other states. 

Improvements in the Keedoozle 
system make delivery to the robot 
store entirely electrical, and have 
resulted in a foolproof accounting 
system, according to Mr. Saunders, 
who won his first fame as the crea- 
tor of the Piggly Wiggly system. 
The latter is accomplished by use 
of a pistol-like key containing a roll 
of tape. A miniature adding ma- 
chine, it provides as many copies of 
records as required. 

Mr. Saunders has long emphasized 
the importance of accurate account- 
ing, and has charged openly in his 
advertising that housewives are fre- 
quently bilked in grocery stores of 
all descriptions. He has asked the 
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Every 1000 


wat 


...... Newsweek families 


own 1190 ears. 


. . the value of an audience with 
sO great a car-density is obvious. 
Other advertisers, who view auto- 


public itself to prove this charge by 
asking a check-back against the 
printed list of figures on which the 
total charge is based in any instance. 


H. K. Boice Joins 
Benton & Bowles 


H. K. Boice, formerly vice-presi- 
dent in charge of sales of Columbia 
Broadcasting System, has joined 
Benton & Bowles, New York, as 
vice-president. 

Mr. Boice joined CBS in 1930 as 
sales manager. Previously he was 
with Lennen & Mitchell. 


To Needham & Grohmann 


Needham & Grohmann, New 
York, has been named agency for 
Colonial Williamsburg, Inc., Wil- 
liamsburg, Va. 


mobile ownership as a reliable index 


To automotive 


cars 


The Magazine of News Significance 


. | 
a i 


of buying power, will be particularly 
interested to note that 36% of 
Newsweek's readers own high priced 
...« The Trend's to Newsweek. 


Newsweek 
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RENEWALS 


the only 
kind of 
testimonials 
that really 


count! 


* Super salesman- 
ship can sell any 
medium once--but 
when it comes time 
to buy again, it’s 
RESULTS that count! 


* Take a tip from 
the fact that most 


of WFBR’s adver- 
tisers RENEW! 


* Here are some out- 


standing repeaters: 


AMERICAN OIL COMPANY 

4 YEARLY RENEWALS 
AYARES SMALL LOAN CO. 

5 YEARLY RENEWALS 
B.C. REMEDY CoO. 

5 YEARLY RENEWALS 
BEAUMONT LABORATORIES 

2 YEARLY RENEWALS 
BULOVA WATCH CO. 

4 YEARLY RENEWALS 
CARTER MEDICINE Co. 

4 YEARLY RENEWALS 
CHEVROLET MOTOR CO. 

14 RENEWALS 
COCA COLA BOTTLING CO. 

2 YEARLY RENEWALS 
CROWELL PUBLISHING CO. 

2 YEARLY RENEWALS 
INTERNATIONAL BEDDING 

CO.-4 YEARLY RENEWALS 
JARMAN MOTORS 

4 YEARLY RENEWALS 
S. & N. KATZ 

5 YEARLY RENEWALS 
KOESTER BAKING CO. 

5 YEARLY RENEWALS 
MD. PHARMACEUTICAL 

(REM) 

2 YEARLY RENEWALS 
ONEIDA, LIMITED 

4 RENEWALS 
PENICK & FORD 

TWO 17 WEEK SERIES 
PHILLIPS PACKING CO. 

4 YEARLY RENEWALS 
PUBLIC BANK 

3 RENEWALS 
READ DRUG AND CHEMICAL 
CO.--5 YEARLY RENEWALS 
SCHMIDT BAKING CO, 

5 YEARLY RENEWALS 


In Baltimore, sti 


CO. 


ON THE NBC RED NETWORK 


AL REPRES 
ARD PETR 


Wheeler-Lea 


Experts Interpret Appli- 
cation of Law to Adver- 
tising Copy 


By EDWARD COOPER 


Washington, D. C., Nov. 3.—Al- 
though the Wheeler-Lea amend- 
ment to the Federal Trade Commis- 
sion act has been in operation for 
almost six months, a number of mis- 
conceptions still exist in the minds 
of advertisers regarding practical 
application of the law, a survey of 
FTC activities and policies revealed 
this week. 

From members of the Commission 
staff, who discussed the subject un- 
officially, and from experts well 
versed in FTC procedure, ADVERTIS- 
ING AGE gathered specific data on 
those Wheeler-Lea regulations 
which have most frequently puz- 
zled advertising men. 

Advertisers are generally of the 
opinion, for example, that the 
Wheeler-Lea act gave the Commis- 
sion new powers to initiate com- 
plaints itself in behalf of the con- 
suming public. This is not true. 
The FTC has always had the au- 
thority under law to initiate com- 
plaints on its own motion when it 
determined that unfair methods of 
competition were followed. All the 
new law did was to broaden this 
power by enabling the Commission 
to step in where it holds false or 
misleading advertising is present, 
irrespective of whether there is in- 
jury to a competitor. 


Aggressive Policy Denied 


It is important to point out that 
the Commission has no new policy, 
as a result of enactment of the 
Wheeler-Lea act, whereby it will 
initiate all false and deceptive ad- 
vertising complaints itself. That 
idea grew largely out of the con- 
gressional debates on the bill when 
opponents of the legislation claimed 
it would give the Trade Commission 
new powers to initiate complaints. 

In practice of course, the Commis- 
sion has always been aided in en- 
forcement of unfair competition ac- 
tions by complainants who call at- 
tention to alleged violations. How- 
ever, such a complainant has never 
been regarded as a “party” to the 
action in the strict legal sense. It 
has always been and now is the rule 
that the name of such an applicant 
or complaining party is not divulged 
by the Commission and such a party 
has no legal status before the Com- 
mission. 

Now, under the added powers 
granted by the Wheeler-Lea bill, 
the Commission doesn’t have to de- 
pend upon complaints of unfair 
competition. It can act in the “pub- 
lic interest” and it is undoubtedly 
true that many actions will result 
from its own independent search 
and findings. Scrutiny of scores of 
newspapers, magazines and radio 
scripts is one of its current func- 
tions in an effort to protect the pub- 
lic from what it considers false and 
misleading advertising. 

While not literally true, it is fairly 
safe to assume that in enforcement 
of the Federal Trade act (unfair 
|methods of competition) the Com- 
|mission’s complaint will, in most in- 


filing of a charge by an outsider. In 
enforcement of the Wheeler-Lea 
provisions regarding false and mis- 
leading advertising, many of the ac- 
tions will result from its own in- 
dependent research although a sur- 
prisingly large number of these 
stem in the first instance from “sug- 
gestions” and complaints made to 
the Commission. 


Affects All Products 

Another misconception of the 
scope of the Wheeler-Lea act is the 
general belief that because it ap- 
plies largely to foods, drugs, devices 
and cosmetics that it is designed 
solely to affect manufacturers and 
advertisers of those products. 
amendment brings all advertising of 
all commodities and of trade in gen- 
eral under the purview of the Com- 


mission’s new powers. The Com- 


The | 


ADVERTISING AGE 


FTC Powers Under 


Act Clarified 


mission, of course, has power only 
to stop or force change in the ad- 
vertising; it cannot stop the manu- 
facture of the product. But because 
advertising is regarded as an essen- 
tial of mercantile life, the Commis- 
sion feels that its powers over ad- 
vertising are, in effect, a life and 
death power over the producer who 
refuses to meet specific standards. 

Questions regarding the Wheeler- 
Lea act asked most frequently by 
advertisers and agencies concern the 
FTC attitude on such things as 
“free goods” offers, counter cards 
and leaflets, trade puffery, tex- 
tile shrinkage, slogans and how 
literally they are interpreted, and 
the status of scientific evaluations 
of a product’s quality. 


Free Goods Offers 


While the Commission does not 
generally issue advisory opinions, 
it did so recently in clarifying 
“free goods” offers when it dis- 
missed a complaint against Samuel 
Stores. (ADVERTISING AGE, Sept. 
12.) The Commission has no set 
policy regarding issuance of further 
clarifying opinions but expects to 
do so whenever doubtful points 
can be cleared up for advertisers. 

In regard to “free” offers, the 
Commission holds that where the 
goods offered are really free in the 
sense that the advertiser actually 
absorbs the loss sustained by giving 
away specific commodities as adver- 
tised, such offers are legal. The real 
test is whether there is a deception 
practiced on the purchaser or a lot- 
tery method is employed to distrib- 
ute the “free goods.” But where the 
advertisement which makes the offer 
states clearly and conspicuously the 
terms and conditions by which the 
free goods may be secured, where 
the free goods are not distributed by 
lot or chance, where there is no de- 
ception through fictitious price 
marking of goods, and where there 
is no substitution of inferior mer- 
chandise, a free goods offer is not an 
unfair method of competition under 
the Trade Commission act, and con- 
sequently would not come under the 
ban of false or misleading advertis- 
ing practice. One point, however, 
must be remembered, and that is the 
practice must not be used by a large 
concern chiefly for the purpose of 
eliminating weaker competitors. In 
such cases, all the other elements of 
legality would probably fail in face 
of the chief purpose of the practice. 


Counter Cards 
Counter cards and advertising 
leaflets on a retailers’ counter come 
within the classification of advertis- 
ing in the Commission’s eyes. They 
must, therefore, conform with the 
general standards of advertising 
practice enforced by the FTC. Some 
advertisers have regarded counter 
cards as labels and thus exempt as 
“advertising” but the Commission’s 
policy has been to regard as a label 
only that which is part of the prod- 
uct’s package. 
Trade Puffery 
Because the courts have. uni- 
formly recognized the doctrine of 
|commercial puffery as legal, the 


| 


FTC has adopted a rather liberal at-| - 


| titude on this practice. It is admit- 
tedly a difficult matter of interpre- 
|tween commercial puffery and 
| actual misrepresentation is a tenu- 
lous one. Where the puffery consti- 
jtutes a representation which may 
be false and misleading it is gen- 
erally held to go beyond “puffery” 
|}and is subject to action. The Com- 
mission patently tries to exercise 
the rule of common sense in this re- 
gard but recognizes that the great 
j}mass of the buying public is not too 
well informed and proposes to pro- 
tect it without requiring an adver- 
tiser to go to extreme lengths. 


Slogans 


}in treatment, although considerably 
more license is allowed the latter. 
No hard and fast rule can be set 
down about slogans. Here again, 
the Commission tries to exercise 


| « 


stances, result originally from the tation. The line of demarcation be- | 


| 


| 


| 
| 


Puffery and slogans are analagous 


;}common sense. It does not hold that | 


GETS NEWS BREAK 


DECLARE § AR 


on sore throat due to colds! 


Don't suffer urediessir. Keep your system toned up with 
the proper food, with exercise and plenty of sleep. Aad when 
you are exposed to coughing and sneezing, sop aa Orasol 
Antiseptic Mouth Tablet onto your tongue. Aa it disenives, 
tt releases Dibale)--an effectuve. but sale, antiseptic. Ue 
these antiseptic tablets freely .. . if your throat feels raw ..« 
if vou have a sore throat due to a cold .. .0r t refresh your 
mouth after smoking, drinking, eating. At leading drug stores. 
Pine Bros, bor, Et. 1870, (Makers of Pine Bros, Glyeecine Tablewe) 


Ale 
eer , 


ORASOL ~ 


_ Antiseptic mouth taBets 


This Orasol newspaper copy, "declaring 

war on colds,” gained an additional 

break when it ran alongside of news 

stories dealing with the furore created 

by the Orson Welles’ broadcast of the 
"Martian invasion.” 


the buying public is naive enough 
to believe, for instance, that “covers 
the earth” will actually convince a 
prospective purchaser that that par- 
ticular paint product does actually 
cover the earth. But it does believe 
that the buying public should not be 
deceived in a material respect by a 
slogan which is not only obviously 
fulse and deceptive but the use of 
which is an acknowledged induce- 
ment toward purchase. A slogan 
doesn’t have to be literally true to 
be acceptable but at the same time 
it must not be false or misleading 
so as to confuse and harm the pur- 
chaser. 


Textile Shrinkage 


The question of appropriate label- 
ing of shrunk and pre-shrunk ma- 
terials has been a matter of consid- 
eration in formulating trade prac- 
tice rules for the cotton garment in- 
dustry. From the Commission’s 
standpoint it is the effect of the lab- 
els and representations upon the 
buying public that count and it is 
this effect which forms the true 
basis upon which the propriety of 
labels or advertising must be judged. 
In the FTC study of the shrinkage 
problem, cognizance was taken of 
the fact that such terms as “Shrink- 
proof,’ “Non-shrinkable,” “Full- 
Shrunk,” “Will Not Shrink,” “Pre- 
shrunk,” “Shrunk” and similar terms 
are extensively used with little or 
no regard to the fact that frequently 
the cloth or garment contained an 
unconscionable amount of residual 
shrinkage. Therefore a product may 
not be labeled or advertised under 
any of the terms listed unless it is in 
reality and in truth shrink-proof. If 
it will shrink in the hands of the 
purchaser then it is not shrink-proof 
and terms so used are literally and 
practically false. However, if a 
substantial part but not all the 
shrinkage has been removed the 
product may still be labeled or ad- 


—,,, — 
vertised “Pre-shrunk” or “Shrunk” 
provided these terms are accom. 
panied with a truthful statemen; 
clearly showing the Maximum 
amount of residual shrinkage re_ 
maining in the goods or product 
Thus, a label or an advertisemen; 
which describes the goods or artic}. 
as “Pre-shrunk,—Will not Shrink 
more than 2 per cent” or 3 per cent 
or 4 per cent, as the case may he 
under standard tests, is legal ang 
permissible under the law. Thege 
shrinkage rules apply to the finisheg 
garment as well as to the piece 
goods. 


Evaluating Quality 


Another puzzle to advertisers jg 
how the Commission evaluates qua]. 
ity. Many advertisers spend large 
sums of money to secure what they 
consider competent scientific opinion 
upon which to base their advertising 
claims. Frequently, however, the 
Commission will hold the advertis. 
er’s evidence not conclusive. 

The FTC points out that its opin. 
ion in such cases is not lay opinion 
nor that of lawyers on its staff. 
Heretofore the Commission has re. 
lied on the Food & Drug Adminis. 
tration laboratories and on private 
laboratories as well as on consulta- 
tion with competent medical author. 
ity in the U. S. Public Health Sery- 
ice. Since enactment of the new 
law, it has the advisory services of 
a medical officer from the Public 
Health Service, whose special forte 
is medicinal preparations and drugs, 
Where the matter is one of scientific 
judgment, the Commission always 
secures independent scientific analy- 
sis, either from a _ government 
agency or from a private laboratory. 

An advertiser, therefore, is faced 
with the prospect of basing his 
claims on independent, scientific 
judgment and analysis where there 
is likely to be no bias in his favor, 


Objective in View 


Advertisers may find solace in the 
fact that the Commission does not 
overlook the intent of Congress in 
enacting the Wheeler-Lea act. 

Said the House Interstate Com- 
merce Committee in urging passage 
of the bill: “Salesmanship and ad- 
yertising are inextricable from the 
promotion and operation of business 
under our economic system. They 
have the common purpose of influ- 
encing the purchase of the seller's 
product. It is the case of the advo- 
cate boosting his own cause. Com- 
man experience discounts _state- 
ments of a zealous advocate and 
weighs his declarations in the light 
of his own self-serving financial 
purposes. Reasonable latitude must 
be conceded to the salesman and ad- 
vertiser in boosting his own prod- 
uct. It is not the purpose of this 
committee to ignore the realities of 
this situation.” 


Attitude 


It is the opinion of qualified ob- 
servers here that with this always 
in the mind of administrators of the 
Wheeler-Lea act, drastic, literal en- 
forcement to the letter of the law 
without the exercise of “reasonable 
latitude” need not be expected from 
a federal agency which has proved 
itself a realistic administrator of its 
laws. 


Expect “Reasonable” 


treet 


Big advertiser gets nation-wide newspaper coverage in 48 hours, thanks to AIR 
EXPRESS speed. 2!» tons of rush electros wing fan-wise across the country 
and beat 679 dead-lines. That's smart time-economy at low cost! Specify Al 
EXPRESS for your ad deliveries and laugh at closing dates. Direct super-*f 


service 


to 220 key cities and direct rail-air connections to 23,000 cities 4 
towns in United States and Canada; also to Latin America, 
Honolulu and Far East. For complete door-to-door servie® 


phone RAILWAY EXPRESS—AIR EXPRESS Division 


Nation-wide service—2500 miles overnight 
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Business Upswing 
Continues fo 
Gain Momentum 


(Continued from Page 6) 

pects advertising revenue for the 
frst six months of 1939 to improve 
10 per cent over the same 1938 pe- 
riod. McCall Corporation is look- 
ing forward to a like increase, and 
February issues of both McCall’s 
and Redbook are expected to carry 
10 per cent more business than in 
February, 1938. 

Warren Agry, business manager, 
Good Housekeeping, reports that 
“1939 looks like a very good year. 
Executives of other Hearst maga- 
zines express equally optimistic 
opinions as to business next year. 
Esquire’s Christmas issue carries 15 
per cent less advertising than last 
year’s, but represents an increase 
in revenue due to an increase in 
rates during the year. An improved 
1939 is forecast by executives of the 
magazine. 


Business Papers Gain 


The Associated Business Papers, 


Inc., reports that the improvement | 


is not confined solely to consumer 
publications. According to its an- 
alysis 88 national advertisers sched- 
uled copy in ABP papers for the 


| 


first time during September, and 66 | 


ules. 

No report of current deveclop- 
ments in the newspaper field would 
be complete without mention of the 
rising tide of color. The New York 
Daily News has heavier commit- 
ments for its Dec. 4 color gravure 
section than it can handle, for in- 
stance. While this may be consid- 


ered a special case, the analysis for 
the complete year of 1938 will un- 
doubtedly show more newspapers 


able to handle color for both special 
sections and run of paper, with all 
such newspapers actually getting 
more color. 


WASHINGTON FINDS 
RECOVERY HERE 

Washington, D. C., Nov. 3.—Lat- 
est government figures show defi- 
nite improvement over recent busi- 
ness indices, though the high 
levels of 1937 have not yet been 
attained. Federal Reserve Board 
indices, which are regarded as 
standard, place the industrial pro- 
duction level for September at 90, 
compared with 111 for September, 
1937, and 88 for August, 1938. 
These figures are adjusted for sea- 
sonal variation. Unadjusted, they 
make the current picture appear 
rosier, with 91 for September, 1938, 
compared with 109 a year ago. 

The Beard’s factory employment 
index for September is 97, com- 
pared with 84.9 for August, and 
107.2 for September, 1937. The 
greatest improvement is found in 
the durable goods field, with a 
September index of 75.8, up 3.7 
points from August, but still well 


Take the. the / 
bee/line 


e America’s No. 1 
, Farm — 


culation of any other 


THE MIDWEST 
FARM PAPERS 


Farmer 


former advertisers resumed sched- | 


below the 107.6 mark of September, 
1937. 
The Secretary of Labor reported 


| Oct. 27 that 440,000 people were re- 


employed in non-agricultural occu- 
pations in August and September, 
in addition to nearly 200,000 ab- 
sorbed from June to August. 

“Most of the employment gain in 
September was in manufacturing,” 
said Secretary Perkins, “although 
retail and wholesale trade, railroads, 
mines and certain other lines of in- 
dustry also added more employes.” 

In the manufacturing field, the 
number of employes increased 250,- 
000, far above the seasonal gain of 
1 per cent. Factory payrolls in- 
creased 5 per cent, or $7,500,000 a 
week. Of 87 manufacturing indus- 
tries reporting, 73 enjoyed employ- 
ment gains between August and 
September. 

In retail trade, the employment 


12,800. A preliminary report of the 
Interstate Commerce Commission 
indicated a gain of 2.4 per cent, or 
22,000, in the number of employes 
of Class 1 railroads. 


Progress in Construction 


The Federal Reserve Board fig- 
ures on construction show long 
strides being taken toward recov- 
ery. The August index was 66; that 
for September, 76, compared with 
56 for September, 1937. Here is one 
field which does not need to apolo- 
gize for its 1938 showing in com- 
parison with a year ago. 

With respect to the farm outlook, 
the Bureau of Agricultural Econom- 
ics reports that farm receipts for 
September were 20 per cent above 
August, the increase being greater 
than normal. After adjustment for 
seasonal change, the September in- 
dex for receipts from farm market- 
ing stands at 74, compared with 72 


increase was 5.9 per cent, or 184,- |for August. The index base is the 


000 workers. 


Wholesalers reported | 1924-29 average. 
a less sensational increase of about | 


Total cash income from sales of 


farm products in September is esti- 


mated at $737,800,000, bringing re- 
ceipts for the first nine months to 
$5,044,000,000. This is about 13 per 
cent below the 1937 figure. The 
Bureau, however, has withdrawn 
its estimate of 1939 income, $7,500,- 
000,000, as being too low. 

Some interesting figures were re- 
leased today by the Bureau of the 
Census, showing that sales of 1,400 
identical shoe stores were 43.5 per 
cent higher in the second quarter 
than the first. Operations for the 
first half show a decline of 6.8 per 
cent from 1937. 

Sales of 2,600 men’s clothing 
stores increased 29.2 per cent dur- 
ing the second quarter, leaving a 
decline of 16.7 per cent for the half, 
as compared with 1937. 


“Mercury” Names Rep 
The Mercury, Pottstown, Pa., 


representative. 


has 
appointed Reynolds-Fitzgerald. 
New York, as national advertising 


Books Now Mailable 
At 11/2 Cents a Pound 


In accordance with a proclama- 
tion of the President, books are 
now mailable at a postage rate of 
1% cents per pound, regardless of 
destination, instead of at the regu- 
lar parcel post zone rates. 

The regulation applies only to 
books consisting wholly of reading 
matter, containing no advertise- 
ments except incidental announce- 
ments of books, and with at least 
24 paper or cloth-bound pages. 


Two Appoint Levy 

The Raymond Levy Organization, 
New York, has been appointed to 
direct advertising fer Avon Prod- 
ucts Company, New York, pens and 
|; pencils. The agency has also been 
appointed to handle advertising for 
Pietro Diero Accordion Headquar- 
ters, New York. Newspapers and 
music journals are to be used to 
advertise instruments and the Pie- 
tro Diero Music Schools in New 
York and Philadelphia. 


| er a we F a av or - 
‘Tells Cineinnati about it FIRST! 


r turbulent times such as these the world waits 


and abroad. 


breathlessly each new development both at home 


Realizing this WSAI has increased 


the tempo of its already efficient News Room to 


bring Cincinnati the news FIRST! Special leased 


wires from UP and INS, plus, one of the largest and 


most competent news room of any radio station in 


Listeners 


WSAI OFFERS REGULAR NEWS REVIEWS IN THE FOLLOWING GROUPS: 
MORNING HEADLINES .. . 7:55-8:00 A. M.—Monday thru Friday 


Peter Grant 


Heading WSAI'S galaxy of 
star newscasters is Peter 
Grant, renowned for his 
forceful delivery, easy style. 
His nightly 9:30 news re- 
view for Capitol-Barg 
is one of Cincinnati's 
most popular news 
programs. 


Fulton Lewis 


Heard on WSAI thru the 
Mutual Broadcasting System, 
his program originates in 
Washington, D.C. His keen 
view of the current scene 
has built a large fol- 
lowing. His regular 
7 P. M. program is 
available for partici- 
pation sponsorship. 


the United States means that WSAI can and does 


lead all Cincinnati stations in news coverage. 


WSAI News Room headed by 
tains eight regular staff news 


single news item released on 


The 
H. Lee McEwen main- 
men who rewrite every 


WSAL 


Is it any won- 


der then that Cincinnatians have learned te tune to 


WSAI for news . . . when it’s 


it’s 
Gordon Shaw 


Intimate . . . distinctive ... 
listenable . . . characterize 
News shows featuring Gor- 
don Shaw. Shaw is heard 
regularly on WSAI at 10:30 
P. M. Cincinnatians 

like him and listen 

to his broadcasts. 


Charles Woods 


Pinch-hitting for Paul Sulli- 
van on WLW and Peter 
Grant on WSAI have pop- 
ularized Woods’ free and 
easy style of news deliv- 
ery. He is heard 
on WSAIl's news 
show, “Pulse of the 
City”, Friday at 8:30 
P. M, 


NOON NEWS... 11:55-12:00 Noon—Monday thru Saturday 
LATE AFTERNOON NEWS .. . 5:30-5:35—Monday thru Saturday 


Three Sunday News Periods available. Prices on request. 
NOTE: No contract accepted for less than 13 weeks 


News! 


These MEN Bring WSAI 


NEWS — when NEWS! 


COST: One strip per week —$120 . . . Two strips per week—$210 . . . Three strips per week—$300 
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ANA Study Reveals 
Factors in Magazine 
Circulation Gain 


New York, Nov. 4.—The Asso- 
ciation of National Advertisers to- 
day released its eighth annual 
analysis of net paid circulation and 
subscription production on 16 na- 
tional magazines, a study revealing 
a 16 per cent increase in circula- 
tion for these publications during 
the nine years ended June 30. 

This increase in circulation, the 
study disclosed, was accompanied 
by a fairly general increase in ad- 
vertising rates although the latter 
percentage of increase is smaller. 

The complete study has been di- 
vided into four sections covering 
general, weekly, women’s and one 
section of five “additional” maga- 
zines. 


Newsstand Sales Down 


Annual circulation of the 16 mag- 
azines during the past nine years 
increased nearly 5,000,000. This 
gain, however, was accompanied by 
a decrease in newsstand sales of 
nearly 900,000. 

Other noteworthy trends, the 
committee reports, are an increase 
of 63 per cent in long term sub- 
scriptions; an increase of 359 per 
cent in subscriptions of less than 
one year; and a gain of 73 per cent 
in the number of subscribers in the 
annual sales of subscriptions ob- 
tained through catalogue and news- 
paper agencies, while the door-to- 
door agencies who work for pub- 
lishers are now producing 120 per 
cent more subscribers per year than 
in 1930. All of the data used for 


Every week 16,075 
bar and grill, men, 6,925 
kage store men in the East 
get and READ the first weekly aleo- 
holie beverage trade paper recognized 
by the C. C. A. 


AMERICA’S Luat™ 
CLASS-MASS MARKET 


eats lots of food. Wears lots of 
clothes. Buys autos and radios, goes 


to the movies often. 


For that market is the readership 
of the People’s Press chain of news 
papers. workers. 


And children. 


Organized union 


And their wives. 


It’s a readership that earns over 
ten million dollars every week—well 


And, a 
readership that buys the products it 


over half a billion a year. 


sees advertised in its paper. 


Labor likes its news, its views, its 


interests, its paper ... and its pa- 


the analysis was taken from ABC 
publishers’ statements. 

The major part of the study con- 
sists of tabulations which show for 
each publication the average net 
paid circulations by source, single 
copy sales by channels, and sub- 
scription sales divided both as to 
channels and inducements. Charts 
in four colors are freely used to 
Wlustrate the tabulations. Another 
interesting feature of the study is 
a series of charts showing the 
monthly circulation fluctuations of 
each magazine for the past three 
years in comparison with the year 
ending June, 1930. 

Each of the four sections of the 
study contains a 16-page supple- 
ment which carefully defines the 
many technical terms which appear 
in audit reports and publishers’ 
statements. The supplements also 
comment en the scope of the tabu- 
lations, graphs and charts and con- 
tain tables showing the percentage 
of total single copy and subscrip- 
tion sales produced through the 
various channels. 

The magazines are divided as fol- 
lows: General—American, Cosmo- 
politan, National Geographic and 
True Story. Weeklies — Collier’s, 
Liberty, Life, Newsweek, The Sat- 
urday Evening Post and Time. 
Women’s—Good Housekeeping, La- 
dies’ Home Journal, McCall’s, Pic- 
torial Review and Woman’s Home 
Companion. Additional magazines— 
American Home, Better Homes and 
Gardens, Esquire, Fortune and 
Look. 

The members of the ANA maga- 
zine committee are: Gordon E. Cole, 
Cannon Mills, chairman; Elon G. 
Borton, LaSalle Extension Univer- 
sity; Robert B. Brown, Bristol- 
Myers Company; L. R. Hawley, 
Quaker Oats Company; R. A. Hey, 
Singer Sewing Machine Company; 
James J. Houlahan, Lever Brothers 
Company; A. W. Kasten, National 
Biscuit Company; L. E. Meyer, In- 
ternational Cellucotton Products 
Company; Leo Nejelski, Swift & 
Co.; W. B. Potter, Eastman Kodak 
Company; Wilmot P. Rogers, Cali- 
fornia Packing Corporation; John 
W. Scoville, Chrysler Corporation; 
William G. Werner, Procter & Gam- 
ble Company; and John P. Young, 


PEOPLE BUY..WHERE PEOPLE WORK ..WHERE PEOPLE'S PRESS IS READ 


Armstrong Cork Company. 


In the next twelve 
months our bill for 
foodstuffs will ex- 
ceed $175,500,000 / 


per’s advertisers. And one insert 
order, one plate, takes your message 
to this entire market through the lo- 
calized editions of the national Peo- 


ple’s Press chain. 


Rates? Statistics? 


swell story. 


They make a 
If you're interested in 
selling to labor, you'll want that story. 
want to send _ it. 


And we Phone, 


write or wire! 
The Newspapers of Labor 


People’s Press 


Nat'l. Advg. Office: 1133 Broadway, New York City 


Reveal Program 
for 1939 Drive 


of Ice Industry 


Washington, D. C., Nov. 3.—Mag- 
azines, farm papers and business 
papers will be the media employed 
for the ice industry’s 1939 coopera- 
tive campaign, it was disclosed here 
yesterday at the annual meeting of 
the National Association of Ice In- 
dustries. 

Campaign plans, as outlined by 
Harley Hust, advertising director 
of National Ice Advertising, Inc.— 
the organization through which the 
industry conducts its campaign—re- 
veal that a budget somewhat less 
than that expected has temporarily 
prevented resumption of radio ad- 
vertising. Radio was used during 
the past two years. 

The present budget, according to 
Mr. Hust, will be approximately 
$500,000. Estimates made earlier in 
the year set this figure at $750,000, 
an amount which may yet be 
achieved through enlistment of ad- 
ditional companies in the campaign. 
If this comes to pass, it is expected 
that at least a portion of the radio 
advertising will be resumed. 

Ice chests and sized ice, Mr. Hust 
said, will be featured in the forth- 
coming campaign. Emphasis on 
these is expected to be of material 
aid in getting an “opening wedge” 
for the sale of air conditioned ice 
refrigerators in homes now using 
mechanical refrigeration. 

Donahue & Coe, New York, is the 
agency in charge. 


‘Jerry McQuade, 
Drug Paper Editor, 
Dies Suddenly 


New York, Nov. 3.—Francis P. 
McQuade, better known as “Jerry,” 
editor of Drug Topics and Drug 
Trade News, died yesterday in a 
Summit, N. J., hospital at the age 
of 63. A resident of New York, he 


—— 


The rates for this department are as follows: ~- 


“Help Wanted,” 


cash with order. 


All other classifications (single insertion rates): % in. 


$4.75 per inch. 
insertions. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” an, 


Terms 
$2.75; 1 to 3 in. 


Write for descriptive folder describing discounts for term 


HELP WANTED 


— 


MISCELLANEOUS 


UNEMPLOYED ADVERTISING 
Men and women will find my original 
*“Dramatized Letters’ a good door- 
opener to a job. Portfolio of smart 
ideas, $2.00. IT’S YOURS TO REPRO- 
DUCE UNDER YOUR OWN NAME! 
(Permission granted to purchasers 
only.) Sorry, strictly cash! 


GEORGE E. KUHN, ADVERTISING 


(P. O. Box 33, Woodside, New York) 
HAvemeyer 9-1918 
*Copyrights pending. 


REPRESENTATIVES AVAILABLE 


was attending a dinner in the sub- 


urbs when stricken with a heart 
attack that proved fatal. 

Mr. McQuade was a reporter on 
the old New York Herald under 
James Gordon Bennett. Later he 
joined McKesson & Robbins, manu- 
facturer and wholesaler of drugs 
and pharmaceuticals, where he be- 
came editor of the company house 
organ, “Drug Topics.” In 1918 he 
purchased the house organ and be- 
gan publishing it as a regular busi- 
ness paper. Drug Trade News was 
started in 1926. Mr. McQuade was 
vice-president of the Topics Pub- 
lishing Company. 


SLOAN A FRIEND 
OF CHICAGO YOUTH 

Chicago, Nov. 1.—The death of 
Charles M. Sloan, head of the Sloan 
advertising agency, has cast a pail 
of sadness over the hundreds of un- 
der-privileged youth to whom he 
devoted his energies. During the 
past four years, “Chuck,” as he was 
affectionately known in the Eckhart 
Park area, placed more than 100 
boys in jobs and counseled numer- 
ous others. 

Mr. Sloan died of a heart ailment 
from which he had been suffering 
for some time. He was 47 years of 
age. During the war he served as 
captain of the 332nd Machine Gun 
Battalion. Funeral services were 
conducted under the auspices of the 
Advertising Men’s Post, American 
Legion. 


PRINTING EXPERT DIES 


Albany, N. Y., Nov. 1.—Ernest A. 
Barvoets, 62, president of J. B. 
Lyon Company, printer of McGraw- 
Hill magazines, died at his home 
here recently. He was an authority 
on printing estimates and on pro- 
duction efficiency. 


OUTDOOR ADVERTISING 
LEADER PASSES 


Detroit, Nov. i.—Funeral services 
were held here this week for Harry 
C. Macdonald, 52, president and 
general manager of Macdonald Ad- 
vertising Company. He died Sat- 


Commission Basis, 
Chgo. office, phone, stenog. 
Free cut Service. 

Ad writer, layouts, news, 
16 yrs. exp. Trade Jnls. 

10 yrs. on News, Post, American. 
Adv. Agcys & Ass'n of Commerce. 
Top producer, A. 1 References. 
Chas, A. Anderson, Capital 4170. 
2600 N. Kedzie Blvd., Chgo., Ill. 


ee 
CURTAILED BUDGETS 
can still afford economical Photp. 
Offset for all sorts of pictorial adver. 
tising literature, booklets, brochures 
bulletins, testimonials, catalog, 
charts, diagrams, direct-mail pieces 
sales letters, etc., etc. 


No typesetting or engraving costs 
anything previously printed can jy. 
reproduced. ; 
Short runs no penalty. 

500 COPIES (8%”x11”) $2.63 
Additional hundred copies only 29 
Even lower prices for larger orders 
Any size supplied. Free instructiy. 
Manual on request. d 
Laurel Process, 480 Canal St., N. Y, ¢. 
In New York City and Metropolitay 
Area, a trained salesman will cal] oy 
request. Just phone WAlker 5-059; 

YOU CAN USE THEM TOO! 
Your business needs these wonderfy) 
business builders, Let us show yoy 
how other firms are using PHOT9 
AD - CARDS to their advantage 
Samples free. 
GRAPHIC ARTS PHOTO SERVICE 
Third & Market, Hamilton, Ohio 


for many years, Mr. Macdonald 
started his advertising career in 
1903 as a stenographer with Walker 
& Co. He became president in 1927 
and left in 1933 to organize Macdon- 
ald Advertising Company. He was 
a vice-president and director of the 
Outdoor Advertising Association of 
America and was secretary of the 
Advertising Association of Michigan. 


A. H. OMAN DEAD 


Philadelphia, Nov. 1.— A. H. 
Oman, manager of the local office of 
Gilman, Nicoll & Ruthman, news- 
paper representative, died at his 
home Saturday. Before joining Gil- 
man, Nicoll & Ruthman five years 
ago, he was manager of the Phila- 
delphia office of S. C. Beckwith Spe- 
cial Agency. 


CANADIAN PUBLISHER DIES 

Victoria, B. C., Nov. 1.—Charles 
Lynes Harris, publisher of Island 
Motorist, died at his home here re- 
cently. He was 62 years old. He 
started the Island Motorist in 1914, 
a pioneer of its kind on the Pacific 
Coast. He also organized the first 
automobile club in Victoria at the 
same time. 


VLADECK TAKEN 


New York, Nov. 1.—B. Charney 
Viadeck, for 20 years general man- 
ager of The Jewish Daily Forward, 
died Sunday after a two-day illness. 
He was 52 years old. He was with 
the Daily Forward since 1912, when 
he became manager of the Philadel- 
phia office. 


urday during a tonsil operation. 


A leader in outdoor advertising | 


+ 
# 
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VICTOR WATSON, HEARST 
EXECUTIVE, DIES 

New York, Nov. 3.—Victor Wat- 
son, promotion executive of the 
Hearst Newspapers, leaped to his 
death today from his hotel room 
here. He was 58 years old. 

Joining the Hearst organization 
in 1899, Mr. Watson rose from re- 
porter to assistant publisher of the 
New York American, Mirror and 


Chicago Herald and Examiner. 


Salt Lake City 


Representative: 
John Blair & Co. 
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New Ford Mercury 
Must Develop 
Additional Volume 


Sales Strategy Aimed 
at Cultivation of Exist- 
ing Market 


Detroit, Nov. 2.—Though the 
Ford Motor Company followed 
up its full-page institutional news- 
paper advertisement of last Sunday 
with another today devoted solely 
to the new Mercury 8, John R. 
Davis, sales manager, let it be 
known today that the company has 
carefully developed its strategy so 
that the Mercury will provide new 
volume, rather than sharing that 
hitherto enjoyed by the Ford and 
Lincoln-Zephyr. 

The Mercury price is about $900, 
exclusive of taxes, or about $140 
above the Ford tariff, while slight- 
ly below that of the Lincoln-Zephyr. 
The Mercury is designed to win 
volume from the lower medium 
price bracket, in which 1,000,000 
cars will be sold during 1939, ac- 
cording to Ford estimates. Dis- 
tribution of the Mercury is com- 
plete. 

Mr. Davis believes that a vast 
difference exists in sales potentiali- 
ties for the new car in various lo- 
calities, and representation will be 
based on a detailed breakdown, 
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rather than upon any general figure. 
About 80 per cent of the business 
in the Mercury price class normally 
is produced in 410 out of 3,072 coun- 
ties of the United States. Represen- 
tation, therefore, will be confined 
largely to these 410 counties. 

This situation has dictated the fol- 
lowing sales policy: Some dealers, 
because of complete merchandising 
facilities and sales potentialities, 
will handle the full line of Ford and 
Lincoln products; others will be se- 
lected to handle the Lincoln, Lin- 
coln-Zephyr and Mercury, to the 
exclusion of Ford cars and trucks; 
and still others will handle the Mer- 
cury and Ford line, but not the Lin- 
coln or Lincoln-Zephyr. 

“The majority of Ford dealers,” 
Mr. Davis explained, “will not be 
asked to assume the direct respon- 
sibility of representing the Mercury, 
but they will be given the privi- 
lege of earning additional revenue 
through its sales on an equitable 
sales commission basis. 

“We realize the importance of lim- 
iting the number of dealers on the 
Mercury line to a point where deal- 
ers will obtain this business on a 
profitable basis. We believe that 
through our plan of representation, 
every dealer will be able to partici- 
pate in the additional business made 
available by the new car, and that 
none is having an undue burden 
imposed on him. 

“We have borne in mind the cen- 
tral fact that the Ford dealer’s 
greatest insurance of profit lies in 
volume in the low-price field—that 
the entire structure is predicated on 
sales of Ford cars, trucks, parts and 
service and that nothing must be al- 
lowed to alter this situation.” 

Mr. Davis indicated that among 
dealers handling other lines, in ad- 
dition to the Mercury, specially 
trained salesmen will concentrate 
their efforts on the new car. Like- 
wise, a special service organization 
is being created to serve the needs 
of buyers of the Mercury. 


Contracts Are Revised 


To achieve the new set-up, dealer 
contracts have been reviewed and re- 
vised according to individual needs. 
The new contract is designed to give 
dealers greater protection, through 
control or elimination of cross-sell- 
ing, bootlegging, and other costly 
competitive activity. Furthermore, 
dealers are protected from inventory 
losses caused by price changes. At 
the same time, their responsibilities 
as to maintenance of stocks of new 
cars and parts are clearly outlined. 

On this bedrock foundation of 
dealer opportunity, Ford Motor 


Theater Owners Hit 


Radio Use of Stars 


Oklahoma City, Nov. 2.—De- 
claring that “those distributors 
who encouraged movie star ap- 
pearances, particularly in skits 
from current or feature ma- 
terial,” are wearing away pub- 
lic interest in movies, the 
Motion Picture Theater Owners 
of America in convention here 
yesterday adopted a resolution 
condemning such appearances. 
Copies of the resolution were 
sent to all producers and “each 
movie star now or formerly 
identified with any radio pro- 
gram.” 


Company will build one of the most 
aggressive advertising campaigns in 
its history. While virtually every 
medium which has earned its spurs 
will be given an assignment in the 
1939 fight for business, emphasis is 
being laid on what the industry has 
dubbed “conquest sales.” This 
strategy is based on the realization 
that at the present stage of the in- 
dustry’s development, the replace- 
ment market is predominantly the 
largest and that new customers 
must come for the most part from 
the ranks of present drivers. 

Ford Motor Company, with the 
assistance of N. W. Ayer & Son, 
which is handling advertising of 
the new Mercury, as well as other 
Ford lines, will mail no less than 
5,000,000 invitations to car owners 
asking them to inspect the Ford 
offerings before they invest in any 
other car. Of this total, 4,000,000 
recipients will be comprised of own- 
ers of 1936, ’37 and ’38 Chevrolets, 
Plymouths, Dodges, Pontiacs, Olds- 
mobiles and Buicks. The mailing 
will take the form of a letter over 
Mr. Davis’ signature describing ma- 
jor features of the 1939 line. The 
other 1,000,000 letters will be di- 
rected to owners of Chevrolet, 
Dodge and International trucks. 

The full page institutional adver- 
tisement which appeared in most of 
the country’s newspapers last Sun- 
day was headed, “The Fords tell 
their plans for 1939.” Almost half 
the space was devoted to a halftone 
of Henry and Edsel Ford. While 
Henry is one of the world’s most 
photographed men, the likeness of 
Edsel was sufficiently rare to attract 
considerable attention. 


Leon Resigns Account 

S. R. Leon Inc., New York, has 
resigned as advertising counsel for 
Salz Brothers, Inc., New York. 


This picture explodes once and for all, the theory that the lower income groups buy more 
because there are more of them. [f you don’t follow our reasoning, we won't blame you, but 
will send the key to the mystery, ‘‘How to Sift the Wheat from the Chaff,” if you address 
True Story Magazine, 1610 Chanin Building, New York City. 


Earnings of 
Advertisers 


Wesson Oil 


For the fiscal year ended Sept. 3, 
net profit amounted to $3,066,672, 
compared with $3,393,858 for the 
preceding fiscal year, a decrease of 
9 per cent. Net sales for the year 
totaled $61,333,280, against $70,109,- 
763 a year ago. 


Atlantic Refining 


Preliminary report shows net 
profit of $3,935,000 for nine months 
ended Sept. 30, compared with $7,- 
486,000 for the first nine months of 
1937. 


Gillette Razor 

For nine months ended Sept. 30, 
net profit was $2,061,723, compared 
with $3,424,202 for the correspond- 
ing period a year ago. 


Abbott Laboratories 


Report for nine months ended 
Sept. 30 shows net profit of $1,405,- 
000, compared with $1,327,580 for 
the like 1937 period, a gain of 5 per 
cent. Net sales were $7,335,000, 
against $7,197,000 for the first nine 
months of 1937. 


National Distillers 

Net profit for the first nine months 
amounted to $4,155,704, against $4,- 
094,399 for the first nine months of 
last year, a gain of 1.49 per cent. 


Household Finance 


Net income for the September 
quarter was $1,672,440, against $1,- 
656,141 for the same period a year 
ago. Net income for the first nine 
months amounted to $4,644,555, 
compared with $4,683,667 for the 
first nine months of last year. 


General Foods 


Net profit for three months ended 
Sept. 30 was $4,036,830, compared 
with $2,922,351 for the September 
quarter last year, a gain of 38 per 
cent. For the first nine months, 


net profit was $10,327,908 against 
$9,791,274 for the first nine months 
of 1937. Net sales were $99,012,849, 
compared with $101,812,722 for the 
first nine months last year. 


Sherwin-Williams 

For the fiscal year ended Aug. 31, 
consolidated net profit was $2,228,- 
361, compared with $6,034,955 for 
the preceding year, a drop of 63 per 
cent. 


Parke, Davis & Co. 

For nine months ended Sept. 30, 
net profit was $6,416,062, compared 
with $6,918,122 for the first three 
quarters of 1937. 


Standard Brands 

For the quarter ended Sept. 30, 
net income was $1,887,747, compared 
with $2,335,726 for the third quar- 
ter of 1937, a drop of 19 per cent. 
Net income for nine months was 
$6,154,008, against $8,082,628 for the 
same period a year ago. 


Westinghouse Electric 

Earnings for the first nine months 
of this year totaled $6,212,823, com- 
pared with $16,726,520 for the cor- 
responding period in 1937, a drop 
of 62 per cent. 


Continental Baking 
Report for 13 weeks ended Sept. 
24 shows net profit of $1,092,757, 


compared with $1,201,992 for the 
corresponding period in 1937. 


“Helle, Mr. Herschel Deutsch,” (L. C. Gumbinner Agency ) 


4ay MARKET ? 


Look at Peorlarea! Packs in 
almost half again as many peo- 
ple as in the whole state of 
New Mexico. People who buy, 
too! Per capita retail sales are 
above U. 8S. average—about 
$491.00 annually. You can cover 
one station— 
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Credulous Few 
Caused ‘War Panic’ 
After Broadcast 


(Continued from Page 1) 


mediate alarm to any listener. This 
new ruling applies to spensored as 
well as sustaining programs. 

CBS explained that four an- 
nouncements were made during the 
broadcast that the program con- 
sisted of a dramatized version of 
H. G. Wells’ fictional novel of the 
invasion of the world by inhabi- 
tants of Mars. 


DOUBT DISCIPLINARY 
ACTION BY FCC 


Washington, Nov. 3.—While mem- 
bers of the Federal Communications 
Commission prefer not to pass any 
opinions until they have had an op- 
portunity to examine the script and 
hear the transcription of the “hor- 
ror” play which threw a good part 
of the Eastern seaboard into near 
panic last week, there are indica- 
tions that no sharp discriminatory 
action will be taken. 

The commission is expected to 
issue a “report” on the broadcast 
shortly, perhaps in the next two 
weeks. This week its members are 
reading the script and listening to 
a transcription of the Orson Welles 
production of the H. G. Wells play 
on interplanetary warfare. None of 
the members heard the original 
broadcast the night of Oct. 30. 


No Rules Violated 


Informed official sources point 
out that none of the rules of the 
Commission was violated by the 
Mercury Theater and CBS. While 
the Commission was deluged with 
protests from listeners, one of its 
members, T. A. M. Craven, has al- 
ready warned that great care 


should be taken in any “censorship” 
moves. 


A SHOT IN THE ARM 


for Tired Advertising ! 


LOVELY, eye filling, pretty 

girl is a sure fire reader-getter 
when everything else flops . 
Big advertisers who fill 2/3 of a 
$7,000 page with alluring femin- 
inity are not so dumb... The 
prettiest girls of the advertising 


world are yours in EYE*CATCH- 
ERS Why not learn about 
this fast growing, newest baby of 
the advertising world? Proofs 


FREE on request... 


tion 


EYE* CATCHERS, Ine, Nee"ten cy 


No obliga- 


Retail Linage 


Loss Smallest 
Since April 9 


Chicago, Nov. 4.—Retail display 
advertising for the week ended Oct. 
29 showed a decline of 7.2 per cent 
from the corresponding week of 
last year, the smallest decline from 
1937 levels registered since the 
week ended April 9, 1938, accord- 
ing to the ApverTisinc AGE Index 
of Retail Activity. 

All newspapers in the 80 impor- 
tant markets included in this Index 
showed a total of 21,634,089 lines 
for the week reported, a loss of 
1,672,137 lines from the 23,306,226 
line total for the comparable 1937 
week. 

Aided by less severe declines 
from 1937 levels during the past 
four successive weeks, the Index 
cities’ linage for this year through 
the date reported improved slightly 
to 11.4 per cent below the corre- 
sponding period of last year. Total 
linage for the period was 789,555,- 
858 against 891,345,056 for the com- 
parable period of 1937, a loss of 
101,789,198 lines. 

Percentage of variation from 1937 
levels for each week of this year is 
shown in the following table: 


- 8. gkscavens oeeavanees — .08 
SS Serre ee rrr er eee — 2.4 
ee: Oe Cows rk eeee hake wwe — 3.7 
i Ce hook seek eeee bone kan — 5.1 
i Me chpetheeeeneaeease a — 7.2 
| a SAP reer ree — 7.4 
le (SSS eee eee — 7.7 
Are ee ane a — 68 
Err rae ere —11.4 
SE a eran s rie —14.8 
DN. SE icdecbsassiuevens —16.6 
Serer eT —18.3 
i eee ee —14.2 
A Serer rr eee ie — 0.9 
A SAR rrr eee ree — 5.3 
_ ko OPP Tree rer ree — 9.8 
SORT EET U CECT TL —15.7 
Pe  terecisekerrens eed —10.8 
PP icicesaceahea ee bund —12.3 
ES ac oa as wa eos hee —14.8 
0 rere Terr rr TT es —14.3 


—14.7 
—14.3 
—14.9 
—14.8 
—16.9 
—14.6 
—14.4 
—13.0 
—13.9 
—13.3 
—13.1 
—13.5 
—12.4 
—13.1 
—11.9 
— 83 
—12.3 
— 9.2 
—15.5 
—12.7 
—12.4 
—10.9 
— 7.2 
The adjoining tabulation shows 
individual linage figures for each 
city included in this Index. 


Rotogravure Total 
for September 
Shows 17.8% Drop 


New York, Nov. 3.—Rotogravure 
advertising in September totaled 
815,746 lines, a decline of 17.8 per 
cent from the 992,865 shown for the 
month in 1937, Kimberly-Clark Cor- 
poration reported today. This de- 
cline, however, represents an im- 
provement over totals for August 
and July which showed percentage 
losses of 47.7 and 27.6, respectively. 


Tetal Off 11 Per Cent 


Total rotogravure for the nine 
month period was 7,400,001 lines, a 


decrease of 11 per cent from the 
8,322,887 lines shown at this time 
last year. This compares with a de- 
cline of 1 per cent reported for the 
six month total in July. 

Of the September total, local ro- 
togravure made a somewhat better 
showing than national, with 387,152 
lines reported for the former. This 
was a decline of 1.7 per cent from 
the 1937 total of 393,875. 

National linage totaled 428,594, a 


loss of 28.4 per cent from the 598,- 


—_—__= 


Index of Retail Activity in 80 Important 
Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


The nine month total shows an 
increase of 6.4 per cent for local 
rotogravure with 3,254,022 lines re- 
ported as compared with 3,057,891 
in 1937. 

National rotogravure dropped 21.3 
per cent with 4,145,979 lines as com- 
pared with 5,264,996 last year. 


Heads United-Whelan 


Walter G. Baumhogger has been 
elected president of United Cigar- 
Whelan Stores Corporation, New 
York, succeeding Allen L. Wood- 
worth, who resigned last June. Mr. 
Baumhogger was formerly president 
of Certain-teed Products Corpora- 
tion, New York, and was at one time 
general merchandise manager for 
Montgomery Ward & Co., Chicago. 


Berkov Buys “Sun” 


Robert H. Berkov, formerly 
Shanghai manager of United Press 
has purchased the Sun, San Gabriel, 
Calif. 
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Midwinter meeting, Ad- 
vertising Affiliation, Buffalo, N. 
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Conventions 


14-16. Annual convention, 
Life Advertisers Association, 
lantic City. 


28-30. Annual convention, 
Associated Grocery Manufacturers 
of America, Waldorf-Astoria, New 


Dec. 7-9. Annual convention, Na- 
tional Association of Manufactur- 
ers, New York. 


Dec. 27-30. Annual convention, 


American Marketing Association, 


At- 


Chicago. 
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An Asset to the Graphic Arts 
Professions-Nationally Used 
Light -Mediurn and 

Heavy-$27 Per Gal Post Paid 
5S RUBBER CEMENT € 


———. 
% Gain % Gain 
44-Week 44-Week 44-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week ~&% Gain 
Ended Ended Ended over over Ended Ended or 
City Oct. 31, 1936 Oct. 30, 1937 Oct. 29, 1938 1936 1937 Oct. 30, 1937 Oct. 29, 1938 Logs 
FO: a parae 13,976,591 14,285,044 9,974,976 —28.6 —30.2 385,375 257,817 —337 
DICOOME, FH. 6c ccacsess 5,504,189 5,914,153 4,577,858 —16.8 —22.6 131,908 119,763 —$9 
PMar\ \) Sle) Sere ea 12,646,816 13,293,242 13,143,046 +3.9 —1.1 379,764 417,830 +109 
Baltimore, Md. ....... 18,722,115 19,458,171 18,209,760 —2.7 —6.4 550,679 537,633 —24 
Birmingham, Ala. 9,949,282 10,889,116 10,536,162 +5.9 —3.3 268,282 237,048 ~1]7 
OE Se ee 17,504,327 17,221,990 16,198,122 —7.5 —bd.9 456,218 488,268 +10 
Bridgeport, Conn. 7,914,520 8,456,932 7,528,884 —4.9 —10.9 216,132 208,516 —35 
| SD a ear 14,456,802 16,004,770 13,658,584 —5.5 —14.7 507,276 405,524 —20) 
a’ = See 3,481,536 3,484,984 3,234,029 —7.1 —7.2 91,372 107,112 +172 
Cedar Rapids, Ia. ..... 4,236,862 4,402,510 4,010,160 —d.4 —8.9 104,426 107,884 +33 
Chattanooga, Tenn. 5,696,133 5,400,769 5,312,877 —6.7 —1.6 123,336 129,643 + 
Cee, Bek ckivceeese 25,670,042 28,121,336 25,591,321 —0.3 —9.0 698,908 588,955 —15.7 
Comeememen CO socecscas 14,127,957 14,945,018 12,781,920 —9.5 —14.5 384,405 308,643 —197 
oe: eee 16,876,149 18,328,613 14,831,195 —12.1 —19.1 511,914 451,646 —11.8 
ee ER cksekees SEBSaeGe jj. -de8ec0eS> «S50 00e00 renee as 284,501 278,328 —2? 
ns EUs cussa teens 17,016,212 18,288,071 17,307,772 +1.7 —d.4 496,364 429,121 —13.§ 
BWempere, TAs ccctess 7,466,900 8,710,688 7,850,640 +5.1 —9.9 202,608 183,904 —9 
a 11,534,772 13,214,700 10,654,204 —7.6 —19.4 355,180 310,632 —12.6 
wee, Goes 6oseccuse 8,707,063 8,956,145 7,180,019 —17.5 —19.8 226,780 172,892 —23.8 
Des Moines, Ja. ....... 5,366,510 5,536,352 5,353,876 —0.2 —3.3 140,097 128,652 —8? 
3 rae 18,212,016 19,074,418 14,901,634 —18.2 —21.9 494,945 426,090 —13.4 
a a 2 «<iceekees SERENOGS% aesesasa jo #aduaeces see se 234,790 210,644 —103 
ere eee cr re 6,224,214 7,878,308 7,498,704 + 20.5 —4.8 215,166 203,700 —}5 
Evansville, Ind. ....... 11,069,786 10,903,649 10,393,314 —5.2 —4.7 275,982 295,064 +69 
Fall River, Mass. ..... 2,957,117 2,968,265 2,705,677 —8.5 —8.9 82,958 68,331 —174 
Flint, Mich. .......+.-. 7,623,294 7,825,930 6,067,180 —20.4 —22.5 205,898 184,842 10,2 
Fort Wayne, Ind. ..... 9,743,818 10,114,539 8,999,697 —7.6 —11.0 258,272 269,262 +43 
Oy a! ee 5,259,637 6,222,908 4,633,741 —11.9 —25.5 163,004 124,100 ~23.9 
Grand Rapids, Mich. 7,971,152 8,976,052 7,288,242 —8.6 —18.8 232,288 204,442 —12.6 
Greenville, B.C. ..sse0s 5,091,833 5.736.488 5,644,339 +10.9 —1.6 132,202 132,049 —0,) 
LOO Sr 12,421,788 13,961,052 13,901,448 +11.9 —0.4 351,820 335,748 —te 
Indianapolis, Ind. ..... 15,114,434 15,887,191 13,416,160 —11.2 —15.6 361,718 402,836 +114 
Jacksonville, Fla, ..... 7,329,793 7,881,342 7,451,016 +1.7 —5.5 187,894 168,976 —10.1 
aareey Gite, Bs ds cata 2,013,716 1,975,681 1,750,095 —13.1 —11.4 90,415 47,594 —5,6 
Kansas City, Kans. .... 2,084,551 2,286,220 2,358,566 +13.1 +3.2 60,270 57,162 —5,2 
Knoxville, Tenn, ...... 8,285,179 8,973,480 8,513,049 + 2.8 —d.1 351,764 261,794 —25.6 
Littie Rock, AK, ..... 7,958,459 8,068,578 7,704,586 —3.2 —4.5 219,324 200,536 8.6 
ee | a) eee ee 21,823,309 19,654,497 —9.9 477,468 460,755 3 
A CeEe SEs seeeves § +00nbeES 13,611,079 11,864,764 nes —12.8 364,501 320,681 12. 
care De, aenceeaens 8,572,648 8,463,014 6,659,770 —22.3 —21.3 210,476 195,020 -7. 
Manchester, N. H. 2,973,805 3,157,790 3,062,022 +2.9 ah 85,756 78,350 =f 
Memphis, Tenn. ....... 9,546,170 10,291,052 9,511,908 —0.4 —7.6 283,612 264,096 —é6., 
Milwaukee, Wis. ...... 12,900,236 15,008,458 12,613,816 —2.2 —15.9 394,991 315,566 —20.1 
Minneapolis, Minn, .... 12,746,322 12,604,818 11,339,291 —11.0 —10.1 311,700 345,383 +10.8 
Moline-Rock Island ... 7.2 293,896 7,857,099 7,197,288 —1.3 —8.4 192,318 189,924 —1,3 
New Bedford, Mass. ... 2,798,542 2,873,626 2,617,202 —6.5 —38.9 60,942 59,122 -3.0 
New Haven, Conn. 7,683,046 8,082,864 7,631,778 —0.7 —5.6 197,806 187,208 —5.4 
New Orleans, La. ..... 16,663,656 17,101,380 15,869,579 —4.8 —7.2 450,970 458,624 +1,7 
Treew TOPE, BM. Ze ccces 55,069,770 55,946,733 49,650,273 —9.9 —11.3 1,378,380 1,305,884 -5.3 
i gw ty ae See 5,875,779 5,477,905 4,105,853 —30.1 —25.1 104,711 91,565 —12.6 
og) SS Pree 8,161,526 8,183,828 7,872,368 ~3.6 —3.8 224,420 231,574 3.2 
oe Se) 6,621,174 6,650,323 6,192,396 —6.5 —6.9 149,818 157,464 +51 
Oklahoma City, Okla... 9,501,867 10,599,162 9,963,484 +4.9 —6.0 304,332 271,964 —10.6 
Peeves Be sebeeseas .. 9,351,607 9,995,102 8,658,662 —7.4 —13.4 236,268 234,066 —0.9 
Philadelphia, Pa, ..... 24,587,829 25,603,096 22,424,874 —8.8 —12.4 678,586 665,605 —1.9 
Phoenix, Ariz. ........ 6,289,136 6,168,414 6,411,116 +1.9 +39 185,766 157,304 —15.3 
**Pittsburgh, Pa. ..... 19,807,270 21,365,974 16,748,452 —15.5 —21.6 507,164 392,266 —22.7 
POPtianad, OFe@. ..cccccs 10,394,781 11,035,208 9,972,468 —4,1 —9.6 287,742 271,474 —5.7 
ttProvidence, R, I. ... 11,543,767 12,049,247 8,700,016 —24.6 —27.8 35,127 343,832 +2.6 
A See 8,110,480 9,357,690 7,975,233 —1.7 —14.8 270, 144 216,454 —19.9 
SUIGHIMONG, VO. ..02000 11,379,506 11,264,904 10,137,008 —10.9 —10.0 269,570 258,664 —4,1 
§Rochester, N. Y. ..... 15,723,274 15,022,930 2,145,450 —22.8 —19.2 360,910 338,023 —6.4 
Sacramento, Cal. ..... 7,504,705 7,467,079 6,691,277 10.8 —10.4 164,556 148,064 —10.( 
San Antonio, Tex. 5,470,871 541, 462 5,378,679 —1.7 —2.9 124,846 185,925 + 48.9 
BOn Deg0, CAL. ....00% 12,079,654 11. 978 894 10,697,184 —11.5 —10.7 262,580 277,578 +65.7 
San Francisco, Cal, 13,403,987 13,664,880 12,531,318 —6.5 —8.3 353,429 282,045 —20.2 
Seattle, Wash. ........ 8,468,430 8,766,810 8,214,348 =——§.0 —6.3 211,918 229,040 +81 
South Bend, Ind. ...... 7,526,816 8,028,303 5,951,330 —20.9 —25.9 193,686 172,740 —10.8 
Spokane, Wash, ....... 6,347,611 6,648,250 6,156,444 —3.0 —7.4 127,120 148 486 +129 
ee eee 15,528,340 16,487,525 14,860,715 — 4.3 —9.9 475,520 450,360 —i.3 
es DOME, BHM. oie cess 11,059,257 10,430,395 9,475,933 14.3 —9.2 240,146 194,050 —19.3 
og ee eee 10,156,431 10,068,059 8,943,480 11.9 —11.2 246,631 253,407 +2.7 
*Tacoma, Wash. ...... 5,396,455 5,363,538 5,030,312 —6.8 —6.2 127,932 124,740 —2.5 
SOMO, Pim. oscscccses 4,939,078 5,228,724 5,044,366 +2.1 —3.5 142,898 120,092 —15.9 
Toronto, Ont., Can. 17°36 0,531 16,460,387 14,637,378 —14.7 —11.1 422,714 407,733 —3.6 
3. Oe 1 Serre 3,393,320 3,652,299 3,409,350 + 0.5 =a. 97,552 90,748 —6.9 
Ph Se w6b40n60006 8,598,841 8,331,702 7,681,916 —10.7 —7.8 212,954 189,322 —11.1 
Washington, D. C 31,847,807 31,716,919 29,070,168 -8.7 -8.4 770,636 744,914 —3.3 
Worcester, Mass. ..... 10,237,832 10,530,077 9,466,162 —7.5 —10.1 250,078 265,968 —17.6 
Youngstown, O. ....... 7,727,770 7,738,043 6,172,577 —20.1 —20.2 163,317 140,028 —143 
| MEE ee ee 820,649,388 891,345,056 789,555,858 —7.6 —11.4 23,306,226 21,634,089 —i2 
‘Akron Times-Press discontinued Aug. 28, 1938. 
*tNew York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 
ttProvidence Tribune discontinued May 1, 1938. 
**No Pittsburgh evening or Sunday papers published from June 17, 1938, to June 25, 1938, due to strike. 
990 reported in 1937. Color roto- 7 Wagemen in New Post 
ay sontuntes for 117,584 lines Coming Charles H. Wageman, formerly 
of the tota , the remainder, 698,162, with Good Impressions, Inc., has 
being in monotone. 


joined Robert Burns & Associates, 
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Avoid Superficial 
Public Relations, 
Bankers Warned 


(Continued from Page 1) 


pany, Winston - Salem; Chester L. 
Price, City National Bank & Trust 
Company, Chicago; R. P. Purse, The 
Purse Company, Chattanooga; G. 
L. Spry, The Canada Trust Com- 
pany, London, Ont.; Richard H. 
Wells, State-Planters Bank & Trust 
Company, Richmond. 


Long Range Viewpoint 


Financial advertisers must con- 
tinue to stress the necessity for 
permanence and continuity in all 
public relations efforts, Mr. Neal 
declared, adding that it “is impera- 
tive that this function receive ex- 
ecutive attention and supervision, 
that it be performed and supervised 
by someone with both experience 
and authority.” 

“Furthermore, there is danger 
that many bankers may gain a su- 
perficial conception of what the 
function of public relations is, 
where it begins and what its ob- 
jectives are,” he said. 

“There are some who regard this 
function as pure propaganda, as 
building up a nice front without 
any concern for what may be 
underneath. Others will tell you 
that it is press-agentry, or the per- 

' formance of a continuous series of 
stunts that create newspaper head- 
lines. Still others regard the un- 
favorable public attitude toward 
business and banking as a tempo- 
rary illness brought on by bad eco- 
it nomic weather, sure to disappear 


with the lifting of the business 


clouds. They consider public rela- 
tions as a sort of dose or nostrum 
to relieve the transient pain. 

“You and I know that these con- 
ceptions are prevalent, we know 
they are erroneous, and we must 
constantly work to dispel them. 
Public relations is not just a show 
of outward form—it cannot be 
effective unless and until there is 
an inward conversation of the spirit 

g management resulting in the 
padoption of a sound public policy. 
» Public relations is more than just 
mH saying something, it is more than 
;doing something—it is first of all 
being something.” 

Mr. Roper drew some striking 
parallels between banking and mer- 
chandising, reminding his listeners 


MEDIA SERVICE, INC. 


60 East 42nd Street, N.Y.C. 
Through its intimate contacts 
with advertisers and agencies 


SELLS SPACE 


Acting as eastern advertis- 
ing managers and staff 


for LEADING PUBLICATIONS 


that financial institutions, just as 
sellers of commodities, must ex- 
plore the reasons for loss of mar- 
kets. He declared that the day 
has passed “when a manufacturer 
or any one else having a product or 
a service for sale, dictates what his 
product or service shall be like. 
The public now decides this impor- 
tant question; and unless you keep 
abreast of what people want and 
what things will induce them to 
trade with you, you are likely to 
find your potential customers exer- 
cising their inalienable right to re- 
fuse to purchase.” 


Urged to Seek Causes 


“It is my belief that research can 
help the banking business. If it 
should turn out that you have to 
look for a broader market for the 
product you have now got for sale, 
it is the proper function of market 
research to help locate that broader 
market. If it should turn out that 
you should offer for sale some com- 
modity or service somewhat differ- 
ent from that which you are now 
offering, it is the proper function of 
market research to help you dis- 
cover which things, of those possi- 
ble to you, are most demanded or 
needed by people. 

“If it should turn out that you 
aren’t as bad as the public is ap- 
parently willing to charge you with 
being and that, therefore, a public 
relations job is indicated, it is the 
proper function of public opinion 
research to find out the component 
elements contributing to the pub- 
lic’s dislike or distrust; and that 
knowledge is essential before any 
effort can be made to correctly in- 
form the public. If, however, it 
should turn out that the public is 
not far wrong in either their esti- 
mate of what you do or how many 
of you do it, your problem is then 
one of eliminating from your ranks 
the malefactors.” 


—————— 


ADVERTISING AGENCY 


OFFERS ACCOUNT EXECUTIVE 


Limited Partnership 


\ medium-sized, fast-growing 


Without 


Investment 


New York agency wants one 


more Account Executive. He must be able to pay his own 
way from the start. His prospects for development of further 
business must justify the extremely liberal arrangement we 
are prepared to make—which includes an interest in the 


agency without investment. 


Our present business and earnings are attractive—our future 
is bright. Our organization is complete and effective—which 
means the kind of co-operation that will thoroughly please 


i real advertising man. 


Every man in our agency has seen this ad. 


BOX 1563, ADVERTISING AGI 


am 


TACKLE PUBLIC RELATIONS PROBLEMS 


In this group at the Financial Advertisers Association convention are (left to 
right): C. R. Sutherland, public relations director, Third National Bank & Trust 
Company, Dayton; C. E. Brockway, president of the First National Bank of Sharon, 
Pa., and Program Director Lewis F. Gordon, assistant vice-president of the Citizens 
Southern National Bank, Atlanta. 


New Theme Seen 
in Brewers’ Copy 
for the Future 


New Orleans, Nov. 3.—The retail 
distribution problem has been and 
must fer some time continue to be 
the major focus of brewers’ educa- 
tional advertising efforts, Richard 
Strobridge, secretary of Newell- 
Emmett Company, New Lork, told 
the United Brewers Industrial 
Foundation here today. The future, 
however, will see a shift from this 
to more positive themes, he added. 

The second convention of the 
UBIF followed that of the United 
States Brewers’ Association here 
this week, with the public relations 
problem of the industry given em- 
phasis at both meetings. 

The agency executive’s analysis 
of the advertising tasks yet to be 
accomplished was accompanied by 
a promise from Hugh Harley, Foun- 
dation secretary, that the group 
would continue its strong campaign. 

Mr. Strobridge pointed out that 
the UBIF campaign to date had 
been necessarily, if unfairly, con- 
fined to the task of “policing” unde- 
sirable outlets. 

“This police work,” he said, “is 
not the ultimate objective of Foun- 
dation activities; it is merely the 
task that must be met first.” 

Later on, he indicated, product 
promotion will be stressed. 


STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION, ETC., OF ADVERTIS- 
ING AGE, REQUIRED BY THE ACTS OF 
eo? OF AUGUST 24, 1912, AND MARCH 

Advertising Age, published weekly at Chicago, 

Illinois, for October 1, 1938. 

State of Illinois} 88 

County of Cook § J 
Before me, a notary public, in and for the State 


and county aforesaid, personally appeared G D 
Crain, Jr., who, having been duly sworn according 
to law, deposes and says that he is the publisher 
of Advertising Age and that the following is, to the 
best of his knowledge and belief, a true statement 
of the ownership, management (and if a daily 
paper, the circulation), ete., of the aforesaid pub- 
lication for the date shown in the above caption, 
required by the Act of August 24, 1912, as amended 
by the Act of March 3, 1933, embodied in section 
537, Postal Laws and Regulations, printed on the 
reverse of this form, to-wit 

1. That the names and addresses of the publisher 
editor, managing editor and business managers are: 

Publisher, G. D. Crain, Jr., Chicago, Il 

Editor, None. 

Managing Editor, Irwin Robinson, Chicago, Il 

Business Managers, None 

2. That the owner is (If owned by a corpora 
tion, its name and address must be stated and also 
immediately thereunder the names and addresses of 
stockholders owning or holding one per cent or more 
of total amount of stock If not owned by a corpo 
ration, the names and addresses of the individual 
owners must be given If owned by a firm, com- 
pany, or other unincorporated concern, its name and 
address, as well as those of each individual mem- 
ber, must be given.) 

Advertising Publications, Inc., 100 E. Ohio 8&t., 
Chicago, Tl 

G6. D. Crain, IJr., Chicago; Kenneth CC. Crain, 
Chicago: S. R. Bernstein, Chicaco; O. L. Bruns, 
Chicago; M. E. Crain, Chicago; E. Kebby Hamlin, 
Chicago. 

3. That the known bondholders, mortgagees, and 


other security holders owning or holding 1 per cent 

or more of total amount 

other securities are 
None 


of bonds, mortgages, or 
(If there are none, so state.) 


4. That the two paragraphs next above, giving the 


name of the owners, stockholders, and security hold 
er if any, contain not only the list of stockhold- 
ers and security holders as they appear upon the 
books of the company, but also, in cases where the 
stockholder or security holder appears upon the books 


of the company as trustee or in any other fiduciary 
relation, the name of the person or corporation for 


whom such trustee is acting. is given; also that 
the said two paragraphs containing statements em 
bracing affiant’s full knowledge and belief as to the 
circumstances and conditions under which stockhold 
ers and security holders who do not appear upon 
the books of the company as trustees, hold stock and 
securities in a capacity other than that of a bona 
fide owner, and this afflant has no reason to believe 
that any other person, association, or corporation 


has any Interest direct or indirect in the said stock, 
bonds, or other securities than as so stated hy him 
G. D. Crain, Ir 
Publisher 

Sworn to and subscribed before me this 18th day 

of October, 1938 

(Seal) Ellen Kebby Hamlin 
My commission expires May, 1939.) 


Gets Three Divisions 
of International Shoe 


International Shoe Company, St. 
Louis, has appointed Henri, Hurst 
& McDonald, Chicago, to handle the 
advertising of Roberts, Johnson & 
Rand, Friedman-Shelby and Hy- 
Test branches. 

The agency also handles the 
Vitality division. 


N. J. Council Appoints 

The New Jersey Council has ap- 
pointed Brooke, Smith, French & 
Dorrance, New York, to handle the 
agricultural section of the New Jer- 
sey State advertising campaign; 
United Service Advertising, Newark, 
for real estate activities; Charles 
Dallas Reach Company, Newark, for 
industrial activities. Federal Ad- 
vertising Agency, New York, which 
has heretofore been handling the 
entire account, will continue in 
charge of the recreational advertis- 
ing program. 


Start Sunday Editions 

Effective Nov. 6, Ohio State Jour- 
nal and the Columbus Citizen will 
start Sunday editions. 


Hofmann Resigns 


Charles B. Hofmann has resigned 
as advertising manager of Leo 
Feist, Inc., Robbins Music Corpora- 
tion and Miller Music, Inc., all of 
New York. 


New Rate Card for 
Station WIRE 


National Rate Card No. 3 has just 
been issued by Station WIRE, In- 
dianapolis. Listings include newly- 
revised program anc. announcement 
rates and information regarding 
regulations, restrictions, facilities 
and commissions. 

Under the latter heading, the sta- 
tion indicates there is no discount 
for cash, all bills being payable on 
or before the 15th of the month fol- 
lowing broadcast. 


Steinko Advanced 


J. Truman Steinko has been ap- 
pointed advertising and sales pro- 
motion manager of the Leonard Di- 
vision of Nash-Kelvinator Corpora- 
tion, Detroit. He has been with 
the company since 1934. 


Richardson Rod Appoints 


Richardson Rod & Reel Com- 
pany, Chicago, has appointed Van 
Auken-Ragland, Inc., Chicago, to 
direct its account. 


Selle HOTELS 


with 


THE HOTEL, MONTHLY 


Published by JOHN WILLY, Inc. CHICAGO 


agencies and successful 


504 SHERMAN STREET e 


SERVICE @ @ @ is the password 


of The Faithorn Corporation. It is so ingrained 
in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 
work through to meet a deadline . . . at a sacri- 
fice of quality . . . is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 
(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-] 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 
is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 


—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 


best attested to by the large number of advertising 


larly serving. We will gladly show you the list and 
samples of work. TRY US. Phone— Wabash 7820. 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 


institutions we are regu- 


CHICAGO © WABASH 7820 


DAY AND NIGHT SERVICE 
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DO YOU KNOW| 
THAT. .. 


| Mrs. Nashville spends more in drug stores than 
.. either Mrs. U.S.A. or Tennessee? 


Mrs. Nashville is only a part of the greater 
Nashville market which includes a trade 
zone population of nearly a million people? 


You can reach and sell city, suburb and 
countryside all at once and at low cost in 


m = THE NASHVILLETENNESSEAN Nashbille 


| [THE ONLY MEASURABLE MEANS OF [REACHING THE NASHVILLE MARKET] 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


—— STORE INDIAN RUNNING MATE FOR WHEATIES 


Thomas J. Kiphart (left), Fifth-Third Union Trust Company, Cincinnati, gets a 
bit of advice from Prof. James C. Dolley of the University of Texas, during the 
Financial Advertisers Association convention. (Story on Page |.) 


TRUST DEVELOPMENT EXPERTS 


to Taste...with 


Food-Efements not combined 


; hapther well-known Corn Cereal! 
. (STAYS CRISP IN MILK OR 
CREAM, TOO...READ WOW) 


o> the lemcdicag enaliers KIX stays Goeper ie mak oF creas than 
* wry ordinary flac Gake corenly om the 


market It's made to stay eriaper! 

ere seven bet ee oho 

c x t t. 1 ehernes 
cOmbened on any otter 

Wiéidiilleaaulbia 


* Bieiore settee C Com FER a gga 
shor ties 


oF 
ew torn a Comes in creep 1p 

ready wo melt away wn on aceon ened eur things to 
‘Unie cereal 19 the process of mainng ¢ — 


VITAMIN [> Thin os the vitamin needed 
for the bones and teeth. We “spnayedt 
kt onto Corn EEX. 

Then we added CALCIUM and PHOS 
PHORUS, two minensle vitally seeded 


A cigar store Indian, though not a 
moo one, makes his appearance on 


for Woxtily deve mt, 
this display card for Model smoking tedty arvana a 
tobacco carrying the well known query, yout et 1 aig ret cme 
daily, for the food benefits .¢ camtsine. 


"Did you say 10 cents?” Forbes Litho- 
hee Company, Boston, produced the 


And ules «+ mms cur gues your 
farnily will teraeeT on having © every 


color display in which the product pack- hot tr, paca to 


Uney'Tl be eater up us # hurry, 


4 age is also featured. 


= 


fe mde hy Caner 
ameaeree Meum 


SELLS SERVICE 


Trust experts at the FAA conclave included Granville B. Bourne (left), Nashville 
Trust Company; Victor Cullin (center), Mississippi Valley Trust Company, St. 
After more than a year of experimental effort, General Mills has launched a Louis, and Towner Phelan, St. Louis Union Trust Company. 

national drive for its Corn Kix breakfast food. Blackett-Sample-Hummert is 


the agency. (Story on Pege 17.) HEADS SOUTHERN AGENCY GROUP 
PRACTICAL GIFT SENTIMENT : 


This pretty girl, drawn by magazine 
cover artist Jay Weaver, stimulates in- 
terest in a new window display promot- 
ing tedio set service. National Union 


- GENERAL & ELECTRIC 


Radio Corporation, Newark, released the General Electric Company will tie in its holiday campaign slogan, “For a prac- Paul Franke (right), of Franke-Wilkinson-Schwitz, Houston, is congratulated as 
display through distributors offering the tical person with a sentimental side,” with this magazine spread in color featuring new president of the Southwestern Association of Advertising Agencies by Albert 
service. many of its appliances. Maxon, Inc., is the agency. Evans, Jr., of the Albert Evans & Lemay Advertising Agency, Fort Worth. 


SOMEWHERE IN HAWAII HAILS CONQUEST OF OLD MAN WINTER 


# SUPER @p 


“rence! Fitz, color photographer, and his group of models pause for a drink 
: "Pineapple juice while on location in Hawaii to make a series of pictures for use 
*evertising of the Hawaiian Pineapple Company. Details of a new technique New outdoor abicibies for U. S. Industrial Alcohol PR <a Pyro Anti-freeze personifies the product by show- 
in color photography on Page i0. ing this young lady scoring a goal on Old Man Winter. Lambert and Feasley is the agency in charge. 
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Should advertising men 
have a past? 


WE THINK the people who prepare advertising 
should have a past. And we think it’s an excel- 
lent thing if their past includes experience in 
personal selling. 


Of the 41 people in Young & Rubicam’s 
Copy and Art Departments, 37 have been sales- 
men on the road, behind the counter, or door- 


YOUNG & RUBICAM, INC. 


NEW YORK ° CHICAGO ° DETROIT 
HOLLYWOOD * MONTREAL ° TORONTO 


to-door. Two of the four who haven’t had sell- 
ing experience wrote for newspapers and maga- 
zines; two were school teachers. 


Every Young & Rubicam department head 
has had actual selling experience. Every Young 
& Rubicam merchandising executive is a former 
sales-manager. 
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